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ANOTHER NEW STYLE RELEASE 


Smart... practical ...and ata price that will start 
immediate sales action. An all-purpose sport ox- 
ford in the new Reverse Labuck ... And a new 
manufacturing process makes them lighter and 
more flexible than other oxfords of this type. 


A CHAMPION OXFORD 


Made In 
BROWN 


GREY 


Genuine Thick Crepe Lees Jf 
Rubber Soles 
and Heels 20 days 
IN STOCK 


WHITE LABUCK OXFORD .. . STYLE No. 962 

GREY LABUCK OXFORD. . . . STYLE No. 963 

BROWN LABUCK OXFORD. . . STYLE No. 964 

BLUE LABUCK OXFORD. . . . STYLE No. 965 
8B Width, 6 to 12 — C and D Widths, 5 to 12 


FREEMAN SHOE CORP., Beloit, Wisconsin 
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VOICE of the TRADE 


WYBAPIITY 


* * * 


EN the month of April, the 54th 
birthday month of the Boot AND 
SHoE RECORDER, we received a 
number of friendly letters. We 
point with pride to the communica- 
tion from C. W. Vance, president 


of the Vance Shoe Company, in 
Gadsden, Ala., as follows: 

' “During our 25 years of operat- 
ing a family shoe store we have 
felt that we could call upon you 
for advice in a great many of our 
problems. We have found, in every 
instance, we received a prompt re- 
ply and you always showed a sym- 
pathetic and personal interest in 
helping us solve the many problems 
that confront a retail shoe mer- 
chant. We wish for you and the 
Boot AND SHOE RECORDER every 
success.” 

We have enjoyed the good fel- 
lowship of Mr. Vance and many 
merchants, through the printed 
page, these many years, and we ac- 
knowledge with appreciation their 


continuing interest in our record- 
ings. 

* * * 
LOUIS J. ROBERTSON, of Rob- 
ertson, Inc., New York, is to be 
the chairman of the committee to 
solicit contributions among leather 
boot and shoe companies to the 
Citizens’ Family Welfare Commit- 
tee’s campaign to raise a minimum 
of $1,500,000 to help private family 
welfare agencies meet extraordi- 
nary financial needs. 


* * * 


EN Ottawa, Canada, a pair of 
shoes and a bargain caused two 
women to fight a waiting battle 
that lasted two hours and four 
minutes in a downtown department 
store. Each woman held one shoe. 





The trouble started when a $1.00 
shoe sale opened. Two women dived 
for a pair of shoes. Each seized 
one shoe and refused to surrender 
it. Alice Nadeau, salesgirl, said: 
“Flip a coin.” The women said 
“No.” 

Secretary-treasurer H. G. Munro 
of the store was called. He de- 


Page 13 


clined to intervene. The women 
sat down and waited grimly till 
the two-hour mark was passed. One 
showed signs of nervousness, then 
surrendered. The victor took the 
shoes. Munro appeared unim- 
pressed. Women were sometimes 
like that, he said. 





SAYS M. Kalsman, buyer for the 
men’s and boys’ shoes in the Silver- 
wood clothing stores in and around 
Los Angeles: 

“There was a time when we shoe 
men bragged about cleaning up on 
our whites. We forgot all about the 
customers we lost during the latter 
part of the season through not hav- 
ing good selling sizes. ,Our policy is 
to carry full sizes on several sports 
and whites through the middle of 
August. 

“Some stores’ merchandising 
plans are based on a fast stock turn, 
which means a lot of lost customers. 
We believe it best to make a bigger 
profit, carry a salable stock and 
make a smaller stock turn. We are 
much more interested in making 





good customers than we are in mak- 
ing turn-over records. Here we feel 
the name of Silverwood means 
something to the trade. We feel we 
have a duty to our trade in that 
we should be able to satisfy any 
reasonable shoe want at any time. 

“Customers for mén’s and boys’ 
sport shoes come to us all the year 
around. Some from our own local 
trade, a great many tourists from 
the East, from Panama, the Islands, 
Japan and even Australia. Eastern 
factories do not realize this, so some 
trouble is experienced in getting 
replenishments. 

“No doubt many customers ask 
themselves why they should trade 
in a reputable store which does not 
carry their sizes regularly. All stores 
must have a sufficient net profit, but 
it should not be had through turn- 
over means alone.” 


* * * 


MORGAN GROSSMAN, presi- 
dent of the Shoe Manufacturers’ 
Board of Trade of New York, Inc., 
officially says: 

“The stabilizing of shoe retail- 
ing practice is, of course, the re- 
sponsibility of the retailer rather 
than the manufacturer of shoes. 
Nevertheless, manufacturers of 
high-grade footwear realize the im- 
portance to the entire industry of 
this educational drive on the part 
of retailers. Mid-season ‘sales’ 
have a very disrupting influence 
upon the market — an influence 
which bears as heavily upon the 
manufacturer as upon the retail 
end of the business. 


“We feel that the time has come 
to emphasize the necessity for real- 
izing fair values for our product. 
We believe, furthermore, that the 
great majority of the buying pub- 
lic understand the soundness of 
this position. It is misleading to 
the public to run sales at any time 
except at the end of the season 
when the justifiable purpose of 
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PRO BONO PUBLICO 


—We are now on the threshold of 
what will probably be one of the 
most violent and virulent political 
campaigns ever waged in this 
country. 

—Mud will be slung, brickbats 
hurled, harsh epithets applied to 
all opposing forces. 

—But it will all be done according 
to true American tradition of "hot 
air soon forgotten." 

—Every American can express his 
se opinions and vote just as 

e durn pleases. 

—No forcing votes into the ballot 
boxes here at the risk of a man's 
life or at the point of a bayonet. 

—Voltaire once wrote: "I wholly dis- 
approve of what you say, but will 
detend to the death your right to 
say it." 

—tThat's the true essence of liberal- 
ism as we understand it in this 
little country of ours. 


Lect 6 TOE 


President 





clearing out stocks explains the 
need for such sales. 

“The Board of Trade cannot, of 
course, dictate to the retailer in 
any sense insofar as his merchan- 
dising methods are concerned; but 
we will lend our strong support 
to the movement which is clearly 
in the direction of sound business, 
both from manufacturer and re- 
tailer. At an early meeting of our 
members, we propose to give full 
consideration to this important pro- 
posal and I am confident that it 
will have our full cooperation.” 

* * * 


THE Machinery and Allied Prod- 
ucts Institute in a pamphlet “More 
Facts on Technology and Employ- 
ment,” said: 

“The manufacturing industries, 
which are only one-fourth as large 
as all other occupations, measured 
by total wage earners, have added 


four times as many workers to 
their payrolls in the last two years 
as all the other occupations nui 
together. This is based on the Na- 
tional Industrial Conference Board 
estimate that unemployment has 
dropped 963,000 since January, 
1934, and that 80.4 per cent of 
this reduction is due to increased 
employment in the manufacturing 
industries. The reemployment 
achievement of the manufacturing 
industries is sixteen times as great 
as that of other lines in which few 
or no machines are used.” 


* * * 


KATE ARLENE GOLDSTEIN, 
leather stylist, scores a new one by 
getting a credit line in the theater 
program: “Hematite leather used in 
this production from A. C. Law- 
rence Leather Company.” 

Patent leather was used in the 
setting and furniture in the new 
Alfred Lunt-Lynn Fontanne show, 
“Idiot's Delight,” put on by the 
Theater Guild. 

This is the first time, to our rec- 
ollection, that a specific program 
credit has been given to leather. 


* * * 


**ET is a wonder more retail shoe 
merchants do not fully realize the 
great advantage of selling shoes 
right in the homes of customers, 
rather than in stores,” reflected 
Bruce Williams who, by the way, 
has a mighty fine shoe store out on 
Hollywood Boulevard in the town 
of that same name. 


“Shoes look so much better in. 


someone’s living room than they 


can possibly do in any shoe store, 
that a customer can scarcely resist 
the temptation to buy six or eight 
pairs when she only had in mind 
getting one or two pairs at the 
time. A good proportion of our 
business is done right in the homes 
of our trade. Not only is sales 
check pairage greater, the per- 
centage of returns is less.” 
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HOT SHOTS at a stockholders’ 
meeting. One of the mammoth de- 
partment store organizations in 
America has done a billion dollars’ 
worth of business during the last 
ten years, without one cent of profit 
—according to a minority spokes- 
man at the meeting, who then pro- 
ceeded to say: 

“Let me urge you, our $60,000- 
a-year president, to remove all so- 
cial and big shot ideas from your 
head and instead put overalls on 
your brain. Take off your coat 
and go to work like your very suc- 
cessful father did before you when 
he, too, was president. Run one 
of the stores of the company as 
he did and show by fine example 
how to do it; and cut out your 
carping criticism developed from 
a force of spies. You would thus 
eliminate the high-priced and need- 
less staff of ‘hanger-on’ assistants 
which surrounds you, but that sav- 
ing of a hundred or more thousand 
dollars is but a tiny specimen of 
the good it would do.” 

But the protest made by 60 per 
cent of the stockholders didn’t 
alter the situation for the majority 
ownership won out. 


* * * 


SAYS F. C. Goodwin, whose 
Hollywood men’s shoe store has a 
very broad age clientele: “It is 
little short of scandalous the way 
the older men are buying these 
reversed brown calf shoes. The 
dignified gentlemen, mostly retired 
business men, who only: a short 
while back would never consider 
any shoe material save a kid or 
calf are now buying their reversed 
calf shoes for their Palm Springs 
and other resort wear. Of course, 
their clothing has had everything 
to do with this shoe change. It 
has only been within the past year 
or two that they could be gotten 
out of their business suits—save 
when they were on the golf courses. 

“Early selling has shown two 
trends this year. The young busi- 
ness man and the young actor is 
buying one pair of all white shoes 
because he must make the one pair 
do for many occasions. The men 
who are a little older are buying 
two pairs at one sitting, a brown 


and white and a pair of black and 


whites.” 
* * * 


TOPS in three major fields, ac- 
cording to Judge, are: 

“(Mass) We will use Liberty as 
an example. Liberty is a mass me- 
dium because it makes everything 
as easy as possible for the twelve- 
year-old to understand. Besides, it 
sells for a nickel. 





“(Class) Here we choose Es- 
quire, which is class with a capital 
‘K.’ With Esquire to guide, men 
are able to outfit themselves just 
a bit “‘differently’—whether for the 
hunt, the cocktail hour, a direc- 
tors’ meeting, or a job in the 
chorus. 

“(Trade) Here we pick The 
Boot and Shoe Recorder. As its 
name indicates, this snappy little 
periodical goes to shoe men, no 
matter their station.” 


* * * 


AT is estimated that during 1936 
more than 10,000,000 persons will 
attend conventions in the United 
States and Canada; their expendi- 
tures for hotel rooms, food, trans- 
portation, recording of proceedings 


and other goods and services will 
exceed $780,000,000, which would 
be an increase of $35,000,000 over 
last year, and almost double the 
amount spent in 1932. 

In addition to 18,035 interna- 
tional, national, State and regional 
conventions and conferences, there 
will be more than 1500 fairs, exhibi- 
tions and other shows with attend- 
ance estimated at 78,637,000. 


* * * 


PRINCESS ALEXANDRA KRO- 
POTKIN writes in Liberty: 

“We are informed by Ruth Ham- 
ilton Kerr, style analyst employed 
by an association of nineteen leather 
tanners who sell their product to 
the shoe factories: 

“In dress today, both for women 
and men, there is a new difference 
between being correct and being 
conservative. They used to mean 
the same thing, but they don’t any 
longer. We can dress now with 
smartness, with dash, and still be 
correct. Witness the red carnation 
that young King Edward of England 
wears with his dinner jacket. Our 
shoe fashions are developed six 
months ahead. Next autumn we'll 
wear a new Spanish Tan, also 
mink-brown and black. In suede 
we'll wear dark green combined 
with black, dark blue with Spanish 
Tan.’ 

“Who, I asked, sets the shoe 
styles for American men? 

“ ‘Fred Astaire,’ she answered as 
quick as a wink.” 





“Boy, what a potential market.” 
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The skirt and shirt are all 
one piece in this sharkskin 
play suit. Martha Tibbets 
of Columbia Pictures 
posed for BOOT AND 
SHOE RECORDER in 
order to show the new 
eneral utility sand ox- 
ords she is wearing. Up- 
pers are of white buck, 
while the crepe soles make 
an ideal active sport shoe. 


EN answering the call of the sands this season, Southern California desert and 
beach resorts have an important style story to tell. 

An entirely new trend is revealed at Palm Springs, where costumes look a little 
trimmer, a little more utilitarian, a little more modest, and disclose many bewilder- 
ing colorful effects. 

A decided tailored influence has the direct effect of making desert and beach 
wearing apparel take on more of a dress appearance in place of the undress of 
past seasons. 

This change is having a tremendous influence on shoes [TURN TO PAGE 40, PLEASE] 
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the SANDS and SEA 


Changes in fashions of beach apparel this season influence selections of 
footwear. Fishnet linen er gay awning cloths among the popular beach 
feotwear fabrics, with new designs in rabber sandals for swim-suits. 
Playsuits call for canvas oxfords, some of them brightly rubber soled, 
suede or suede finish oxfords and ghillies in many smart materials. 





Everybody can 
wear these new 
divided skirt cos- 
fumes and every- 
body will! 


Photo courtesy of Dupont. 
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Here they come, Down the Street! It's the Sports 
Shoe Parade in Full Regalia, to Help You Sell 
More Sports Shoes. Use this Sporty Drummer 
as a device in all your promotions for Sport 


Shoe Week. 


FIVE BUSY 
SELLING WEEKS 
BEGIN WITH 


NATIONAL 
SPORT SHOE 
WEEK 
MAY 29 


TO 
JUNE 6 





THE new dating for Sport Shoe Week gives you a 
better promotional opportunity than ever through this 
popular event. 

It follows, instead of preceding, Decoration Day 
in those states where the holiday occurs May 30, with 
just one day of the “week” before the holiday. 

Instead of building up to a climax in a normally 
busy week, Sport Shoe Week builds up interest for 
the week following the holiday, and leads on with a 
series of four weekly promotions to follow—right up 
to the Fourth of July. 

However, with the two-day holiday jump to be taken, 
care must be given to the planning of features that 
will sustain interest. The follow-up program must be 
strong, because there will be very little “carry over” 
from the previous week without it. It would be very 
easy to let the week after the holiday, which is the 
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major part of the promotion, go flat through failure 
to keep up interest. 

The schedule would begin with teaser ads starting 
Monday, May 25, and daily to Thursday, when the 
big spread comes out. Wherever possible this should 


be a cooperative page or section. (See Boot AnD 
SHoe Recorper, April 25 issue.) 

Then come back strong in the papers Sunday, or 
Monday as facilities and circumstances warrant, and 
continue with ads and features through the balance of 
the week. Be sure to have the Sport Shoe Week Win- 
dows in place, and interesting enough to catch the 
attention of holiday window lookers. And also have 
the interior decorations and sport shoe displays very 
smart and attractive. 

Done well, Sport Shoe Week will be a “swing across” 
over the holiday, and give you a great chance to con- 
tinue with interesting promotions by individual stores 
during the following four weeks—up to the Fourth. For 
the first of these four weeks you might build up as 
your main promotion theme in ads and displays— 
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THE SPORTS PARADE WINDOW 





This sporting —_ is painted on a backdrop in vivid carmine jackets, bright blue 


pants and snow-w 


ite drums. The trees are cut-outs painted bright green with brown 


and yellow trunks. The bricked plot is a plateau for display of merchandise. 


“In your vacation trunk—these Sport Shoes 
for all occasions.” 

Follow this with a “coordination window,” showing 
colors and materials and styles that go well with popu- 
lar apparel styles. Where possible, use actual gar- 
ments or swatches of fabrics; otherwise use pictures 
from fashion magazines to help put the idea across. 

For the third week, you can dramatize the idea— 

“To watch or play on a Summer’s day.” 
using units of active and spectator sport shoes and 
pictures of local play spots. Or you could give atten- 
tion to— 

“Friday to Monday shoes—Successful footwear 

for successful weekends.” 
Then comes the week before the Fourth of July—and 
its regular holiday promotion theme. 

And please remember this—carry out the promo- 


tion idea in your store as well as in your windows and 
ads. This is one point where many a good promotion 
idea goes flat. The ads and window displays put over 
an idea that interests customers—then, when they come 
into the store, the tie-up is lacking and the whole effort 
is lost right at the point of sale! 

For instance, when you have the “To watch or play 
on a Summer’s day” feature in the ads and windows— 
show shoes of the same types in the store on a table 
or ledge trimmed with a gay awning placed above it. 

One of the New York department stores has a couple 
of flower carts—two wheeled affairs about a yard high. 
On these they build canopies of various sorts. These 
carts have been trimmed up again and again, and can 
be placed anywhere that is convenient. 

One could even create a bit of excitement by arrang- 

[TURN TO PAGE 40, PLEASE] 
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4 & membership of the Shoe Fashion 


Guild represents the royalty in Ameri- 
can shoemaking. Each shoe manufac- 
turing applicant must fill certain rigid 
requirements as a style creator before- 
he is admitted to this exclusive group 


of fashion leaders. 


Sterling Last is proud fo be lastmaker fo, 3 5 
_ 22 Shoe Fashion Guild Members—posi- \ 
A ; » 
{ tive proof that Sterling is the leading ~~ 


lastmaker in the world for style fookwear. 
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Delman, Inc. 


La Valle, Inc. 


GEORGE MILLER, President, 
Shoe Fashion Guild 


TELL a buyer that “it is exclusive for him and for 
nobody else”; and you whet his curiosity. That’s the 
secret of the Fall showing of footwear fashions by the 
Shoe Fashion Guild of America. 

Some 29 exhibitors, representing the “tops” in shoe 
fashion, hold a buyer’s party sans frills, sans style 
show, sans speaking and program. The attraction is 
the collection of new designs, in new colors and types 
for early Fall selling. The show is posted three months 
ahead of the race for the public’s money in mid-August, 
when smart shops everywhere will show the first favor- 
ites for fashionable Fall. 

That’s all there is to it and maybe that’s enough, 
for the advance cards show that “buyers are coming” 
and that the public is receptive to higher grade, higher 
priced and higher style footwear, and that such leader- 
ship is a drawing card in good stores everywhere. 

So the Shoe Fashion Guild of America becomes more 
promotive than protective, although the basic prin- 
ciple of the Guild continues. Each style is registered 
and tested against a comprehensive file of prior art in 
footwear design. Each member of the Guild is pledged 
to respect the property rights of other members in 
fashions and styles created by them. 

Admittance to the showing is by invitation, although 


Fashion [s FIRST 


At The 


Avon Shoe Co., Inc. 
Cardone & Baker, Inc. 
Carlisle Shoe Company 


Drell Footwear, Inc. 

A. Garside & Son, Inc. 

Andrew Geller Shoe Mfg. Co., Inc. 
Goldstein Footwear, Inc. 

Morgan Grossman, Inc. 

Grossman's Shoes, Inc. 

Henning Shoes 

Laird, Schober & Company 


C. & A. Lo Presti, Inc. 
Meyer Bros. Shoe Co., Inc. 
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WALDORF 





May 18, 19 andg20 


Master Craftsmen of the 
Shoe Fashion Gaild 


1. Miller & Sons, Inc. 
Newton Elkin Shoe Co. 

Palter de Liso, Inc. 

Pincus & Tobias, Inc. 

Premier Shoe Co., Inc. 

Schwartz & Benjamin, Inc. 

Seymour Troy, Inc. 

The Stetson Shoe Company, Inc., and 
its division, M. N. Arnold Shoe Com- 


pany 
Stone Shoe Co., Inc. 
E. H. Strassburger, Inc. 
Tupper, Inc. 
Unity Shoes Ltd. 
Martin Weinstein Shoe Co. 





any buyer who rates as such in the quality field needs 
but to present himself to W. R. Parrott, executive 
manager of the Shoe Fashion Guild, to receive the 
courtesies of the show. One get-together is staged Tues- 
day, May 19, in the form of an invitation luncheon. 





OFFICERS OF THE GUILD 


EEPROM 
Ne ore eee Murray D. Fine 
2nd Vice-President ..............cccccccectesees Sillins Pincus 
ee SE Es aS eT Dominick La Valle 
SIN i 525 OS ely che 4a igs aha okee eee Dan Palter 
fe Pe aA N eae te SORE ee NT EE Newton Elkin 
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SALES control plans have their limitations. A group 
of merchants met, and with all sincerity set a date 
for clearance—only to find that with diverse weather, 
delayed buying and over. stocks, it is impossible 
to go the full stretch. So when six or more merchants 
find themselves in the difficult position of holding a 
large stock of Spring shoes in dark colors, the natural 
thing is to waive the regulations and plunge into clear- 
ance. That was the experience in New York and due 
explanation is made herewith. 

Spring on the calendar was actually Winter climati- 
cally. Old Sol made a jump into Summer on May 
Day and away went the good resolutions. The weather, 
however, has a habit of reversing itself; and strange 
to relate, the day the clearance compact was abrogated, 
Spring rains removed from the public mind, for a 
time, thoughts of white. The public, whether it rains 
or shines, is in a buying mood and got the full benefits 
of the reduced prices—indicating also that three sunny 
days do not a Summer make, and perhaps it was wis- 
dom to try to sell at regular prices as long as possible. 

The error is in the entire system of anticipating sea- 
sons. There is no good and logical reason why, in 
the region of New York, white shoes should be shown 
and pushed in April and May, when the shelves are 
groaning with smart, attractive Springtime shoes. These 
months rightfully belong to Spring footwear. Because 
of this cockeyed selling technique, Spring is now the 
season of the year that has the greatest hazards. Again, 
the fault may be that we overestimate the importance 
of Spring. Maybe it’s only an interlude between Win- 
ter and Summer and not sufficiently definite to make 
a selling season. Such a condition produces a similar 
sales problem in many parts of the country as well. 

Happy the merchant who had his sales people on 
their toes early in the season; who made pre-Easter 
selling a battle for the consumer’s dollar and who 
fought for every pair. You just can’t be passive— 
expecting the customer to do all the leading. 

Deliver us from an indifferent sales force, one that 
gets the Spring fever of inertia. It’s so easy to alibi 
a lost sale when the clerk is in an indifferent mood. 
One smart shoe operator gives his staff setting-up 
exercises in Springtime by removing all the fitting 
stools—thereby saying: “Bend down, Brother, bend 


he Edilors Quifook 


SHOES ARE SPEEDING UP 









BOOT AND SHOE RECORDER, May 9, 1936 





By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


down.” But he rewards them for their increased ac- 
tivity by an over-all bonus on the total sales quotas 
of the week. He realizes that Spring shoes are a 
perilous commodity and need to be sold early, reg- 
ularly and right. 

Smart merchants believe that it is wise to move this 
season’s shoes this season. Merchandising becomes a 
faster game than ever before. In fact, everything is 
speeding up. Do you know that the large movie pro- 
ducers operate on the basis of a short, swift life for 
any new movie theme? They say that in six month’s 
the public’s taste changes and that a film that isn’t 
styled with the fast-moving tempo of the times is a 
dead loss before it gets out of the cutting room unless 
it has that necessary time click with the public’s emo- 
tion. For example, the public is dulled down on 
Broadway musical show themes and hungers for his- 
toric, action, romance. 

Believe it or not, but shoes are rapidly walking 
down the same path of quick timing. We, on our 
part, thought it advisable to assign an editor to per- 
manent headquarters at Los Angeles to capture the 
fast-moving pace of the film and its fashions. One of 
the most alert shoe buyers in America, just before 
placing his orders for Spring shoes, jumped an air- 
plane to Los Angeles, spent two swift days in getting 
what he termed “confirmation of color”; then flew 
directly to the New York market, placed a huge order 
for grays; and as a result scooped his city and sold 
thousands of pairs in the right pattern and shade. The 
very dramatics of his buying technique captured the 
imagination of the sales force and they helped to put 
on a great selling show. 

So you see, it’s going to take all that you’ve got and 
more beside to keep up with the pace of fashion. But 
no matter how alert the buyer may be, the business 
will bog down if there isn’t the requisite selling en- 
thusiasm on the fitting floor. And that, my good read- 
ers, is the important thing in the next six weeks when 
the Summer shoes of a nation must be moved. 
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By OWEN A. THOMAS 


Q@NE of the almost amazing developments of the years 
since 1929 has been the growth of that portion of the 
rubber industry which concerns itself with the manu- 
facture of footwear. Viewing the shoe business as 
a whole, with an air of detachment and an eye to 
profits, these manufacturers focused their gaze on an 
old, old saying—‘Shoes for Occasions” — whereupon 
they set out to fill this demand and even went to such 
lengths in some cases as to invent a few new occasions. 

Confining our survey only to those products worn 
during the Summer and further confining it only to 
those Summer products made with fabric uppers and 
rubber soles, we find an astonishing increase in the 
number of fields of usefulness claimed for them by 
their makers. 

A list, compiled as recently as five years ago, showed 
only the sneaker type for boys, tennis shoes, basket- 
ball shoes and women’s sandals and dress shoes. 
Today’s list should read as follows (and we may have 
omitted a few even now): 

Tennis shoes. 

Boys’ sneakers. 

Basketball shoes. 

Women’s beach sandals. 

Women’s dress shoes. 

Bathing shoes. 

Locker sandals. 

Locker mules. 

Water sandals. 

Spectator sports types. 

Referring to some of the developments in the field 
of rubber footwear that have attracted a great deal of 
interest and a favorable reaction on the part of the 
public, a prominent sales executive mentioned in par- 
ticular, an all-purpose shoe of the bicycle type with 
a built-in arch cushion. 

“While the shoe was designed primarily for an all- 
purpose shoe, its extension sole has made roller skat- 
ing possible and it is ideal because of its firmness for 
bicycle riding. This shoe in the window, with a pair 


SAGA of the SNEAKER 






BOOT AND SHOE RECORDER, May 9, 1936 


Out of this practical and universally popular 





type of rubber soled shoe evolves a multitude 


of new styles in sports footwear, designed 





for @ variety of new uses and occasions 





of roller skates on it, regardless of the season of the 
year, has been a steady seller. 

“The women’s blue, introduced originally in a men’s 
shoe by Bill Tilden, has proven extremely popular 
with women for tennis and general all-around wear. 
It does not soil as easily as white, it goes with almost 
any Summer costume and is extremely practical, com- 
fortable and good-looking. 

“The men’s Cuban welt oxford, adapted from the 
original jai alai shoe, is entering its third season and 
is one of the most popular all-around oxfords for men 
and boys. We find among both young and older men, 
a distinct growth in the market since the introduction 
of sturdier and more stylish looking oxfords. Oxfords 
of this character, displayed during the Summer season, 
have proven very effective sellers and of great assis- 
tance in overcoming the Summer slump. 

“This oxford market is a new and growing market 
for canvas shoes. It has stepped the age group of 
wearers of canvas shoes up out of the just-children 
class into the young men’s and men’s class.” 


EN discussing this subject of rubber footwear for 
Summer use, another rubber footwear authority made 
this pertinent observation: “It is an undeniable fact 
that the merchant makes more profit and the customer 
gets better service and satisfaction from the standpoints 
of appearance, health, comfort and economy from a 
high-grade canvas sport shoe than from the exceed- 
ingly cheap merchandise that has been on the market 
for the last few years, which has tended in some cases 
to discredit the canvas sport shoe business. It does 
pay to ‘trade up,’ and it can be done with new features 

and new styles to back up the merchant’s efforts.” 
The chances are that if one took the whole rubber 
shoe production of the country and eliminated every- 
thing except the boys’ sneaker, there would still be in 
existence a large industry. By and large, the mer- 
chants of the country sell more of this type of shoe 
than any other. The reason is obvious. In the Sum- 
mer they are worn by boys for any and all occasions 
except Sunday school and dancing classes. Boys wear 
them to school, for play, on hikes, for such tennis as 
[TURN TO PAGE 44, PLEASE ] 




















BOOT AND. SHOE RECORDER, May 9, 


1936 


Surpass Brown and Surpass 
Blue Glazed Kids are making a 
permanent contribution to the. 
profit potentials of the shoe re- 
tailer and the shoe manufac- 
turer. Full bodied and firm, 
silky, with a fine even grain, 
they equal in every way the 
consistent uniformity and the 
standards of quality character- 
istic of Surpass Black Glazed 
Kid. Skill and care in the tan- 
ning processes, rigorous selec- 
tion of the raw stock by Surpass 
agents in all parts of the world, 
plus a half century’s experi- 
ence in producing fine Kid 
. .. these are essential ingredi- 
ents in every lot of Surpass 
Glazed Kid. 
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ALTHOUGH Summer 
shoe season is still ahead of us, 
if we look at the calendar from 
the viewpoint of retailers in the 
— northern section of the country, 
—— stores of the South, Southwest 

and border states are already en- 
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gaged in a vigorous promotion 

of sports footwear, including 
whites and white combinations. Glance through the 
newspapers published in any one of the prosperous 
and important cities of these regions and you will find 
much space devoted to the advertising of sport shoes 
for both men and women. These ads not only reflect 
the prominence of sport shoes in the promotional pat- 
tern of the present season, but they also indicate, 
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Language of the Game—Spectator Sports Types Are 
Made Attractive When Dramatized Against a Back- 
ground of Use or Related to the Correct Costume 





broadly at least, the sort of advertising we can expect 
to see throughout the length and breadth of the land, 
as a late Spring relinquishes its grip and gives way 
to Summer. 

Sport shoes fall logically into at least three main 
classifications, those intended for active participation 
in games or recreation, such as golf shoes, tennis shoes, 
camping, hunting and fishing shoes, etc.; the so-called 
spectator sport types, which really include practically 
all of the shoes designed for wear with sport clothes, 
along with various styles considered appropriate for 
informal outdoor or country wear, and, finally, the 
classification of sport specialties, including sneakers, 
some kinds of beach footwear and certain classes of 
rubber soled sandals and similar patterns developed 

[TURN TO PAGE 58, PLEASE] 
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Edwin Clapp Shoe of CRESCO 
CALF. Stormwelt by 
Barbour 


Good style, yes, plus that all important advantage, WATER- 
RESISTING. Here’s the leather for your stout winter shoes .. . for 
those extra pairs when sleet and snow fill the air. 

A pair of husky water-resisting shoes belongs in every man’s shoe 
wardrobe. This was recommended at the recent men’s style con- 


ference. And remember, CRESCO CALF is water-resisting . . . it 


takes a beautiful shine . .. it’s dressy. It remains soft and com- 
fortable after the snow and rain. 
Used by leading shoe manufacturers 


CREESE & COOK COMPANY 
95 SOUTH STREET, BOSTON 


Water-resisting calf leathers 
Cresco Calf will be nationally advertised in Esquire this Fall. 
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AT is now the ninth of the merry, merry month of May 
and, if history repeats itself, a large percentage of 
retail shoe merchants have highly resolved that all 
during late Spring, throughout the Summer and well 
into the Fall, they will forego the profits to be made 
from the sale of white shoe cleaners and allow these 
same profits to accrue to the credit of the variety and 
drugstores of this embattled nation. Their decision 
is a manifestation of the highest type of unselfish 
generosity. 

Recently, however, certain uncouth individuals 
whose finer sensibilities have been blunted by contact 
with the profit motive and the grim necessity of meet- 
ing fixed charges every once in so often, have dared 
to challenge this policy. 

Cleaning white shoes, viewed from any and every 
angle, falls in the category of what might be called 
“treating leather.” The shoe merchant is absolutely 
the only human being in contact with the buying pub- 
lic who knows enough about leather to be able to dis- 
cuss the treatment of that material with any degree of 
intelligence. He can, and should, render a distinct 
service—a service that will be appreciated by the pub- 
lic—by teaching his customers the proper use of 
liquid white cleaners. In doing so he stamps himself, 
not only as an authority, but also as the logical and 
trustworthy source of supply. 

That, it seems to us, is the point of greatest im- 
portance—not so much what the cleaner is, so long as 
it be one made by a reputable, well-established manu- 
facturer—but how it should be used in order to get the 
best results most economically. It is true that direc- 
tions for use appear on the containers adopted by 
practically every manufacturer of cleaners. It is 
equally true, in all probability, that these directions 
are read but once, and hastily at that; then forgotten 
or neglected. . 

In any ‘event the spoken word is more potent than 
the written. With that in mind, Boot anp SHOE Re- 


CORDER has gathered from a large number of authori- 
tative sources, information as to what we believe to 
be the best method of applying liquid cleaners to 
These are being passed on to you, the 


white shoes. 
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Extra Profits during the Summer Season 
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retail shoe merchant, as information which you, in 
turn, can pass on to your trade—a service which, as 
already pointed out, should do much toward keeping 
the sale of this profitable side-line in the shoe store, 
where it rightfully belongs. 

The first thing to point out, before telling a customer 
how to apply the cleaner, is to emphasize the advis- 
ability of using shoe trees in the shoes during the clean- 
ing process and of allowing the shoes to remain on the 
trees until they are perfectly dry. White shoes, you 
should argue, really should be cleaned at the end of 
every day they are worn and allowed to dry over-night. 
The advantage of the use of trees is obvious. They 
provide a hard surface against which to work in rubbing 
the shoes; they iron out vamp creases which otherwise 
probably would collect an excess of the pigment used 
in all cleaners; they insure that the shoes will dry in 
shape. Trees are a real economy in the long run and 
frequent cleaning of white shoes, using small quantities 
of the cleaning fluid, is better for the shoes than infre- 
quent cleanings in which many women feel it is neces- 
sary to use a large quantity. 

That’s just the preliminary. Now for the cleaning 
process proper. 

One—Advise your customer that the first step is to 
remove as much as possible of the pigment deposited 
by the last cleaning. The reason for this is obvious. You 
cannot build up, on the surface of the leather, continu- 
ally multiplying coats of pigment, any more than you 
can safely apply several layers of wall paper to a wall 
—one layer on top of the other. The time comes when 
the last applied layer cracks, loosens and falls off. The 
same is true of too many coats of paint applied to wood- 
work. Finally the outer layer checks, as the professional 
painter calls it. 

Two—The way to remove the pigment applied by the 
last cleaning is to moisten the cleaning cloth with some 
of the liquid cleaner. The cloth must not be wet. It 
must be just faintly damp. Rub lightly, tell her; don’t 
scrub. This initial process not only loosens and re- 
moves the pigment deposit but it also removes dirt. 
Dirt not entirely removed will be spread by the rubbing 

[TURN TO PAGE 57, PLEASE] 
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You Can‘t Fool a Sore Foot 
More Than Once! 


There are no half way measures in building a successful corrective business. 
Regardless of the amount spent, you will not get very far unless the shoes you 
advertise as corrective are corrective in fact as well as in name. 


A shoe man may feel that because of some built-in gadget he can do a corrective 
job on what are basically style shoes. 

But, you can’t fool a sore foot very long. Gadgets will not relieve the pinch in 
the toes, the squeeze on the ball, the hang over on the shank, the pumping in the 
heels. 

What the sore foot demands is a forepart long enough to provide the needed toe 
room; a tread wide enough to permit the foot to relax and lie flat; a shank devel- 


opment that supports the outer as well as the inner border of the foot; and a heel 
seat in which the foot can seat itself instead of riding on the counter. 


If your “corrective” shoes possess these basic necessities and are quality shoes, you 
will do a job regardless of make or brand. 


If they do not have them, investigate the possibilities of Free Treads, branded 
or unbranded. 


Here is a series of related lasts in 10-12—-14—16/8 heel heights, wide toes and 
medium toes, with or without cockles, all with the same width tread, and the same 
shank and heel development, adjusted, of course, to the various heel heights. 


These lasts are modern corrective lasts, embodying all that we have learned* in 
our twenty years’ experience on corrective lasts and shoes. 


They are meeting with the unqualified acceptance of shoe men who for quite some 
time have realized that you cannot combine 100% style with 100% correction, and 
that in corrective shoes, the last must always come first. 


May we submit a catalog, samples, or have our salesman call? 


FREE TREAD SHOES ers 


910 Marbridge Bldg. 
W B C O O N C O 34th and Broadway 
« 5 ™ CHICAGO OFFICE 
37 CANAL STREET 506 Security Bldg. 
189 W. Madison St. 
ROCHESTER, NEW YORK 


‘P. S. We Are Still Learning. 
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CALL of the SANDS and SEA 


[CONTINUED FROM PAGE 16] 


which are suitable to wear on the 
sand. Now it is absolutely necessary 
to wear shoes which are in keeping 
with the various beach and sand suits 
that one should own. Very smart 
colorful shoes, too, for the color and 
smartness of the shoe is the high style 
feature of sand suit accessories. 


At Palm Springs it is either a case. 


of pajamas or culottes from early 
morning until it is time to dress for 
dinner in the evening. Silk or shark- 
skin pajamas in the morning, shorts 
and culottes in the afternoon, then 
back to wool or flannel pajamas in the 
late afternoon. Three changes of bath- 
ing suits, too, and all three changes 
mean more shoes. 

Beach wear costuming has also 
shown a decided change this year. 
Beach regulations at many resorts re- 
quire a covering over the bathing suit 
in going to and from the _ beach. 
Women now go to the beaches dressed 
for the water, so are wearing shoes 
with pajamas or culottes. There is a 
very definite trend away from beach 
clogs, tennis shoes and the like for 
sand wear. Women are wearing shoes 
made more like those worn with their 
sports clothes, only much more color- 
ful and open. 

With beach and sand outfits of such 
high colors as pink, turquoise, light 
green and the pastels, it is only fit- 
ting that the beach shoes should be 
colorful and smart also. White shark- 
skin is undoubtedly the one most pop- 
ular material for play, beach pajamas, 
culottes and skirt costumes. Here 
again, color and pattern in shoes are 
used to great advantage. 

A great variety of materials are 
now used for sand wear clothing. With 
the advent of tailored and dressmaker 
suits, we see many silk, cotton, challis 
and Congo cloth, in addition to the 
jersey and rubber swim suits. The 
average woman will have three swim 
suits, a rubber one for pool or smooth 
water bathing, a knitted one for the 
surf and a silk or cotton print for 
sunning. 

Shoes are very definitely used as a 
point of accent in the costume and 
should be sold as such. A pair of red 
shoes to match a red ribbon on a cap 
is an example. 

A woman always starts at some 
basic point in costuming herself for 
the beach. First the bathing suit, 
then the covering pajamas or culottes, 
then the decorative sandals and cap. 
Fishnet or gay awning cloth slip-on, 
sandals, with the many new rubber 
sandals for the swim suit; ghillies in 
many materials or rubber-soled suedes 
for the play suit, white canvas oxfords 
with rubber soles trimmed with bright 
colors, such as red, blue and green, 
are just a few of the styles which will 
give zest to sand shoe selling this 
summer. 

Suits for sand wear are now more 


of a costume proposition, with shoes 
playing a tremendously important part 
in adding color to the ensemble. 

So, with the wearing of more tai- 
lored beach suits, more dressmaker 
suits, culottes and capes, there is every 
indication that cleverly-made, interest- 
ingly-designed sand shoes will prove 
to be a most profitable and active part 
of the shoe stock in Southern Cali- 
fornia. 





National Sport Shoe Week 


[CONTINUED FROM PAGE 25] 


ing a display of colorful sandals in 
the midst of Summer flowers, with a 
gay canopy top, to be pushed along 
the sidewalk by a pretty “flower girl.” 
She could hand cards to those who are 
curious “Shoes from—Store Name— 
why not stop in and take your pick 
now.” 

But let’s get back to Sport Shoe 
Week itself, and things to do to make 
it interesting. 

First off, be sure your stock and 
store are in good shape—the stock well 
sized up, and the merchandise well 
displayed in attractive new settings 





HEADLINES AND SHOWCARDS 


Sport shoes for those who play—for 
those who watch. 

Sport shoes for every Summer activity. 

Sport shoes for going places and doing 
things. 

Smartest shoes for the Summer Parade. 

Sport shoes to complete smart Summer 
costumes. 

You can't do without sport shoes this 
Summer. 

Summer sport shoes take the spot 
light. 

More fun when you wear the right sport 
shoes. 

Step gaily into Summer in gay sport 
shoes. 

Sport shoes, for every place under the 
sun. 

Shoes to go places and do things. 

Here are the coolest of cool Summer 
Shoes. 

Warm weather shoes of cool materials. 

And so to sandals. 

Yours for a joyful Summer—Store 
Name Sport Shoes. 

Good sports—everyone of them. 

Going away? Got the right shoes? 

Summerizing the Summer shoes. 











not a hangover from your Decoration 
Day trims. 

Get a tie-up all the way through by 
using some simple decorative idea, or 
symbol. Colorful awning effects can 
be used for ads, windows and interior 
decorations. Or you might use a series 
of “sport shields—shields having em- 
blems indicative of Summer sports 
such as golf, tennis, croquet, painted 
on them. Photographs of local play 
spots can be used in ads, windows and 
store interior for a tie-up. 

A sport shoe style show is particu- 
larly good to use after Decoration 
Day, as a feature of Sport Shoe Week. 
It will give that “This is only the 
beginning” impression—that Summer 
shoe buying is only now (after Dec- 
oration Day) beginning —that there 
really is a fashion period for sport 
shoes following Decoration Day. It’s 
a good chance to overcome the bar- 
gain hunters hoping for “sales,” by 
dramatizing new styles, possibly 
sweetened with a few new numbers. 
You can build up the style show idea 
as far as you like, from a single 
model in a window to a big coopera- 
tive affair. 

The underlying purpose of Sport 
Shoe Week is to increase the number 
of sport shoe wearers. The records 
of the past few years show a steady 
increase along this line, but there is 
still a big field for sport shoes—both 
among those who have not worn them, 
and those who should be wearing more 
of them. 

If you’re among those who feel 
“What’s the use?” when it comes to 
building up business when business is 
naturally good, just remember—your 
business comes from those who are 
ready to buy. Good advertising at the 
peak of demand piles up pairage—you 
get more of the business to be had, 
and at the same time make further 
“converts” to sport shoes. 

And finally, getting off to a good 
start is one of the best ways to assure 
a successful, profitable season. If you 
do a good selling job between May 29 
and the Fourth of July, you'll have 
profit in your pocket, and a lot less 
work and worry during the clearance 
period. 





Bernard's Women's 
Shop Opened 


PROVIDENCE, R. I.—Bernard’s is the 
name of a new retail women’s apparel 
shop here in which is located a promis- 
ing shoe department. Sidney Sandler 
is manager of the shoe department, 
which features Winkelman shoes. Mr. 
Sandler comes to this city from the 
New York office of the company, al- 
though he is not new to New England, 
since he was located in Boston for five 
years. 

Mr. Sandler reports gratifying de- 
mand for Spring shoes with blues, Rus- 
sias, greys and Burgundy in good de- 
mand. Mr. Sandler also reports exce!- 
lent prospects for all high colors and 
high styles for the Spring. 


a 
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Schling Fealunes of 


New DeLuxe DR.SCHOLS ZINO-PADS 


UNDER SIDE MILDLY 
MEDICATED TO 
RELIEVE PAIN 


EPARATE MEDICATED 
DISK FOR 


REMOVING CORN 


SOFTLY PADDED RIM 
STOPS SHOE PRESSURE 
AND FRICTION 


FLESH COLOR, WATERPROOF 
-‘ TOP DOES NOT SOIL, STICK TO 
HOSE OR COME OFF IN BATH 


Features That Make Them America’s Largest-Selling Foot Remedy: 


(1) Flesh color. Velvety-soft skin-like cover- 
ing; invisible under sheer hose; does 
not soil. 


(2) Stick-Proof. Patented construction pre- 
vents sticking to stocking. Gives greater 
cushioning and protective action. 


(3) Waterproof. Specially processed to re- 
sist moisture and stay on even after repeated 
baths; hence more economical. 


(4) Double Purpose. Pads alone can be used 
to soothe, heal, cushion and protect tender 
spots, corns, callouses and bunions from 


shoe pressure or they can be used in con- 
junction with the separate Medicated Disks 
to quickly, safely loosen and remove corns 
and callouses. 


(5) Separate Medicated Disks included in 
every box for quickly, safely removing corns 
or callouses. One of the most scientific 
methods ever developed. 


(6) Instantly effective. Relieve pain of corns, 
callouses and bunions instantly. Stop the 
cause—shoe friction and pressure. Soothe 
and heal irritation. Prevent sore toes and 
blisters from new or tight shoes. 


The More You Tell The More and Easier You Sell! 


Sell New De Luxe Dr. Scholl’s Zino-pads for what they are and what they do. IT 
PAYS! Few items sold get bigger returns from Window and Counter Displays 


than Dr. Scholl’s Zino- pads. 


Nationally Advertised in 50 Leading Magazines — American 
Weekly—Rotogravure—540 Dailies and 3700 Weekly Newspapers 


THE SCHOLL MFG. CO., INC. 
Makers of Dr. Scholl’s FOOT COMFORT Remedies and Appliances 
213 W. Schiller St., Chicago * 62 W. 14th St., New York * 112 Adelaide St. E., Toronto 


New DeLuxe FLESH COLOR + WATERPROOF 
WER OLA ELE 


When writing advertisers please mention Boot and Shoe Recorder 


CALLOUSES 


aes 


BUNIONS 


BETWEEN TOES 
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STEWART & POTTER COMPANY, BROOKLYN, NEW YORK 


STYLE — SERVICE — FIT 


are indispensable factors in Last Making. For 








over fifty years, Stewart and Potter Company 
have maintained an acknowledged leader- 
ship in this art. 

Leading Shoe Manufacturers and Retailers 
know that shoes made over these lasts are 


foot fitters and always properly styled. 





THE LAST WORD 


UNITED 











—UNITED LAST COMPANY— 


140 FEDERAL STREET, BOSTON, MASS. 























When writing advertisers please mention Boot and Shoe Recorder 
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IN 


The individual and collective experience and 
facilities of these manufacturing units 


are constantly available to the Shoe Industry 


FITZ BROS. CO. DB EMPIRE LAST WORKS 
AUBURN, MAINE 4 y ROCHESTER, N.Y 

T. W. GARDINER CO, “Ug, KRENTLER BROS. CO. 
LYNN, MASS. \ yf ST, LOUIS, MO. 

UNITED LAST CO. b KRENTLER BROS. CO. 
BROCKTON, MASS. MILWAUKEE, WIS. 

STEWART & PoTTERCO, THE LAST WORD ynitep Last co., LTD. 


BROOKLYN, N.Y. U N | T E D MONTREAL, P. Q. 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 





When writing advertisers please mention Boot and Shoe Recorder 
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[CONTINUED FROM PAGE 34] 


they indulge in for baseball, field 
hockey, bicycling and even for track 
until suchtime as they grow up, make 
the team and rate regular athletic 
shoes. 

If you want some more, just make a 
list of every activity indulged in by 
boys between the ages of five and 
14 years—which is why these shoes 
constitute such an important part of 
the Summer stock of every merchant 
serving the juvenile trade. 

Basketball shoes are really boys’ 
sneakers grown up—somewhat heavier 
in construction and, perhaps, with 
heavier soles, 

The true tennis shoe, mostly all 
white, is a bal construction and has a 
lighter sole than the basketball shoe. 
This same type of shoe, plus the 
heavier types already referred to, is 
also used for boating and even for 
yachting when everyone is in undress 
uniform. That’s a rather wide range 
of usefulness for one type to assume, 
but the fact remains that it is true and 
it all makes for extra pair sales. 

Women’s beach sandals are said to 
have been the idea of a man who saw 
women wearing their outmoded white 
sport shoes to and from their Summer 
homes—going for a swim or returning. 
These shoes came in with beach pa- 
jamas, originally intended to be worn 
over the bathing suit. As beach pa- 








jamas switched from being a bathing 
suit covering to an outdoor style of 
its own—worn even around the house 
or while gardening in the backyard, 
the beach sandal, adapting itself to 
each new demand, kept right at the 
head of the procession. 

From beach sandals it was no 
jump at all to the still more abbrevi- 
ated sandal for locker room use and 
for both men and women. Some of 
these have fabric uppers—others are 
all rubber. If locker sandals, why not 
locker mules? So locker mules there 
are, again some of fabric and some 
of rubber—the latter convenient to 
wear right into the shower bathroom 
where everything is very wet. And it 
would not surprise anyone to see 
women using them, not, perhaps, in 
their dressy boudoir ensembles, but for 
every-day boudoir wear — displacing 
the slipper during the warm months 
of Summer and Fall. 

Women seldom wore bathing shoes 
right into the water until some genius 
perfected the all-rubber bathing shoe 
which was so light and so comfortable 
and yet so protective against pebbles 
and shells that few could resist them. 
Now they are competing for public 
favor with the newly devised water 
sandals—all rubber sandals with so 
little material that the feet are almost 
bare and yet so made that, if properly 
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SAGA of the SNEAKER 








1936 





fitted, they will not slip off inte the 
water. Another field of usefulness un- 
earthed. 

In fact, the whole history of the 
development of this class of merchan- 
dise is a lesson in the creation of new 
business, not so much by creating en- 
tirely new things as by thinking up 
new uses for older and well established 
products and then adapting these older 
products to make them most suitable 
for the purposes intended. 

Boiled down, it really is the saga 
of the sneaker—for from this one type, 
which had its inception in the desire 
of man to have a very light-weight 
shoe with a sole which would not slip, 
have come all these other types. 

Style trends, it is true, have played 
their part in the creation of some of 
them, but most have come into exis- 
tence because new uses appeared on 
the horizon before there was any type 
of shoe really qualified to fill the need. 





Report Increased Sales 


NORWICH, CONN. — The Van. Tassel 
Leather Company, manufacturers of 
the Van-Tan innersole, report an in- 
creasing demand for quality merchan- 
dise as evidenced by the steady gain 
in sales volume over a period of the 
last six moths. Many new accounts 
have been opened since the first of the 
year without solicitation from this firm 
—an indication, they believe, that the 
manufacturer is receiving orders from 
retail merchants in which their inner- 
sole is specified. 
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@,, is Our hero 
So slowly lagging? 


His arches ,dear reader, 
are Sadly sagging. 


Ly V8 
e longs for comfort~ 
grace in Sports~ 
He buys some Whoozis” 
arch Supports. 
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4 still he Carit 
work up much peps 
He stiffly clanks 
with every Step. 











© & Wizard store 
he finally staggers~ 
Finds out supports 
need not be“faggers.’ 
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Wiis wizaras‘are leather 
flexible ~ light. 
He frankly admits 














beers is a steady swing 
to light, flexible and ad- 


justable arch supports. Step 
in line and sell the— 


“Wizarp Way” 


It’s more profitable. Writefordetailsnow! 


WIZARD COMPANY 


St. Louis, Missouri * Walsall, England 
Canadian Distributors: Canadian Specialties, Ltd., 
49 Sanford Avenue, So., Hamilton, Ont. 
World’s largest manufacturers of 
all leather adjustable arch supports 
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All Styles Sell in Detroit 


Detroit—‘“All types of shoes are selling well today, 
with few spectacular favorites,” Mrs. Gertrude Ruby 
Doyle, head of Alfred J. Ruby, Inc., Washington Boule- 
vard shop, told the RECORDER correspondent. “We have 
noted an especial popularity for custom-dyed shoes. 
This is usually done when shoes are wanted to match 
some particular costume. 

“Walking shoes and sandals are in greater demand 
than formerly. We have been selling London tans and 
blues extensively in the various materials. 

“Both high and low-heeled types are selling in 
street or walking shoes. Blue is the prevailing popular 
shade here. 

“A big increase in the demand for bags, particularly 
in the higher priced lines, is noticeable. 

In the children’s department, F. P. Komph, manager, 
said that Boucle leathers are in big demand for chil- 
dren. Whites and browns are the prevailing colors. 





Mr. Shoe Merchant: 


SELL MEN'S SHOES: 


ON ASSURED PROFIT BASIS! 


If you have a men’s department that has 
not proved profitable perhaps we can 
help you. We are specialists in men’s 
shoe merchandising and if your location 
and other factors are right we will buy 
your men’s shoes and lease the men’s 
section, relieving you of responsibility. 
By letting us operate your men’s depart- 
ment, you avoid losses due to mark- 
downs and accumulation of odds and 
ends, leaving you free to devote all your 
capital and energies to your women’s 
shoe business. 


We are a well-known manufacturer of a 
Nationally Advertised line of men’s 
shoes up to $10.00 successfully operat- 
ing a large number of leased depart- 
ments. Having excellent consumer 
acceptance, we are usually able to mate- 
rially increase men’s shoe volume. 


IMPORTANT: Interested only in stores 
located in towns of 50,000 population 
and over, catering to better class trade. 
Let us know lines now handled and re- 
tail price range. If you qualify and are 
interested, write ‘“Men’s Shoe Profits,” 
Address E-748, c/o Boot & Shoe Re- 
corder, 239 W. 39th Street, New York, 
N. Y. 














Nanette 
NANETTE 


R1605 White Kid ......+--eee+ $2.10 
R4605 White Linen ........++++ 1.85 
84 Last, Medium Round Toe, 
16/8 Cuban Heel 


R1173 Genuine Silver Kid...... $2.75 
R1175 Genuine Gold Kid ......- 3.25 
R1601 Black Patent 2.10 
R1607 White Kid .........-++++ 2.10 
R4607 White Linen ...........- 1.85 
24 Last, Round Toe, 11/8 Block Heel 
AAA to C Widths 
Allabove also In-Stock with 21 /8 Heels 


63 Last, Square Toe, 
13/8 Square Heel 
AAA to C Widths 


They ll buy these 
for “smartly shod” vacations 


...WHITEST WHITES 


from Hannahsons 
1 of HAVERHILL, MASS. 


OVER 100 NUMBERS IN STOCK 


For years “‘Hannahsons’’ have led the 
white shoe field with America’s largest 
In-Stock white department. 

Perfect fitting, correctly styled shoes 
at popular prices. 
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Send for complete 
In-Stock Bulle- 
tin. Terms 2% 
10 days, Net 30. 
F.0.B. Factory. 
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TO PIERCE WITH A GIANT’S THRUST 


4 


L pierces the retailer's problems; Boot and Shoe Recorder spears 
on its editor's pen the latest points about shoe buying and shoe selling, 
store decoration, merchandise display, credits, and shoe department pro- 
motion—no wonder it makes retail profits more earnable with the facts 
it makes learnable... . 

Your message about a shoe style, a new item, a store fixture or shoe 
accessory—intended for twelve outlets or twelve thousand—will pierce 
in the Recorder to 


THE GREATEST RESPONSE-CENTER 
YOU COULD REACH 


® Pierce with a giant's thrust to the buying power massed behind Boot and 
Shoe Recorder's subscription list. Deliver your thrust where the reader 
will receive it as deserving his confidence. .. . His confidence is fully given 
to these pages. . . . Boot and Shoe Recorder has earned that confidence— 
its subscription renewals are 80.86%, of its total circulation every year! Use 


BOOT ANDYISHOE RECORDER 


The Great National Shoe Weekly 
A Chilton Publication 


SET A NEW SALES PACE WITH SALES SPACE IN BOOT AND SHOE RECORDER 


When writing advertisers please mention Boot and Shoe Recorder 
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“PLEATEX” 


The latest and greatest achievement 
of “Lastex tn the shoe industry 


Adopted almost at first sight by more than a score 
of America’s highest grade shoe manufacturers, 
“PLEATEX” promises to be the sensation of the 
1936 Fall season. 


WHAT IT IS—This amazing new shoe material is 
a combination of perfectly pleated leather or fabric 
(it may be either) backed by a finely woven “Lastex” 
batiste and finished off with a firm “Lastex” binding. 
“PLEATEX” is superbly beautiful in appearance. 


It can be cut and shaped to suit any design or pat- 
tern. [t is not injured by heat, cold, moisture, shin- 
ing preparations, cleaning fluids, or perspiration. 

And “PLEATEX” is PERMANENTLY ELASTIC! The 


elastic principle will outlast the shoe. 


Watch for the new “PLEATEX” Shoes which will 
be on display at the Fall Style Showing, Shoe Fash- 
ion Guild of America, Inc., Waldorf-Astoria, New 
York City, May 18-19-20, 1936. 


For specific information on 


this new shoe material, ad- 


dress Pleatex Corporation, 
Marbridge Building, 47 
West 34th Street, New York. 


For general information on 


the uses and advantages of 


“Lastex” in shoes, address 
“Lastex,” 1790 Broadway. 


Illustrating some of the uses of “PLEATEX” 
in shoes designed by ALFRED VAMOS. 


... THE MIRACLE YARN THAT MAKES THINGS FIT 


Reg. U.S. Pat. Off. 





When writing advertisers please mention Boot and Shoe Recorder 
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THE NEW “WALLED” LAST 
AND BOX TOES 


The box toe must be relied upon in the 
finished shoe to reproduce and preserve 
the clean-cut and well-defined lines of the 


Walled Last. 


THE QUALITY BOX TOE 
Celastic Box Toes are pre-eminently satis- 


factory in accomplishing this result. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 





When writing advertisers please mention Boot and Shoe Recorder 
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Shoe Vets 


THIS WEEK IN THE SHOE TRADE 


SATURDAY, MAY 9, 1936 


NATIONAL NEWS 





N. Y. Lifts Spring Clearance Ban 





Unseasonable Weather Retards Post-Easter Selling and Makes 
Advance in Dates Advisable, Statement Says—Co- 
operation Among Merchants Praised 


New YorK — Unseasonable weather 
made necessary the advancement of the 
Spring clearance date by the Shoe Mer- 
chants Council of New York City. The 
first Spring clearance was scheduled 
for May 17, but with the continuance 
of wintry weather and then a swift 
change into Summer, F. Paul Riley, 
president of the Council, released the 
following announcement April 29: 

“Indications experienced in depart- 
ment and specialty shoe stores late last 
week point to the likelihood of earlier 
than usual customer interest in white 
and Summer footwear to the extent of 
substantial proportions. Unseasonable 
cold weather in the post-Easter period 
has materially retarded the movement 
of the quantities of Spring shoes that 
might have otherwise been entirely 
cleared: before the advent of the white 
and summer footwear selling season. 

“The Shoe Merchants Council has 
found it expedient to change the earlier 
recommended date for advanced spring 
clearances from the week beginning 
May 17 to the week beginning May 3, 
though it is expected that many of the 
stores and departments will defer the 
inauguration of Spring clearances to 
the later date, if they find, after a stock 
survey, that there be occasion for one 
at all, without white or Summer shoes 
included. 

“In the propagation of the educa- 
tional movement sponsored by the Coun- 
cil to stabilize shoe retailing practices, 
for the first of the Spring seasons, 
there has been brought about much to 
afford courage as we anticipate the 
Spring season of 1937. We have been 
reminded by retail store executives that 
there had been no promotion of Spring 
shoes on the premise of a “sale” before 
Easter, considerably fewer by a greater 
number immediately following the peak 
Easter season, and none at all up-to- 
date in the larger departments or spe- 
cialty shoe stores in New York. The 
movement has aroused a fine spirit of 
understanding among personalities in 
competitive shoe stores and depart- 
ments, that will work to a great advan- 
tage as we lead up to the week of June 
21, to which date the Council recom- 
mended -all advanced sales of better 





DATES TO REMEMBER 


Fall Opening, Shoe Fashion Guild of 
America, Waldorf-Astoria Hotel, 
May 18, 19, 20, 1936 
Pre-View of Fashion, Hotel Morrison, Chi- 
Pe | ne meer June 1-5, 1936 


Boston Shoe Fair, Boston, Mass. 
June 8, 9, 10, 1936 


Ohio Shoe Retailers Association Conven- 
tion, Hotel Netherland Plaza, Cincin- 
June 14, 15, 16, 1936 
Wisconsin Shoe Retailers Association Con- 
vention, Park Hotel, Madison, Wis., 
June 21, 22, 23, 1936 
Cal‘fornia Shoe Retailers Association 
Convention, St. Francis Hotel, San Fran- 
June 15, 16, 17, 1936 
Pacific Northwestern Shoe Retailers Asso- 
ciation Convention, Olympic Hotel, 
Seattle, Wash. ...... June 21, 22, 23, 1936 
Illinois Shoe Retailers Association Con- 
vention, Hotel Pere Marquette, Peoria, 
i June 21, 22, 23, 1936 
Boot and Shoe Travelers Association of 
New York, Annual Outing, 30th Anni- 
versary Event, Karatsony's, Glenwood 
Landing, Long Island, New York, 
July 16, 1936 
Pennsylvania Shoe Travelers Association, 
Tri-State Shce Mart, William Penn 
Hotel, Pittsburgh, Pa.. .July 26, 27, 28, 1936 
Official Leather Opening and Style Con- 
ference for Spring, 1937, Waldorf- 
Astoria Hotel Sept. 14, 15, 1936 





quality shoes for Summer wear, be de- 
ferred. 

“There has been widespread interest 
in the movement within the industry 
and in other retail industries, and it is 
confidently expected that in the pre- 
paration of the recommendations for 
another year, there will be interested a 
number who may not have participated 
in the past.” 


C. R. Stuckey Retiring 


ORANGE, CAL.—After 18 years in the 
retail shoe business, C. R. Stuckey, re- 
tail shoe man, is retiring from busi- 
ness. His store is to be closed just as 
soon as his present stock can be dis- 
posed of. No plans have been made 
for the immediate future. 


Golf Tournament 
at Boston Fair 


Boston—One of the interesting and 
pleasurable features of the week of the 
Boston Shoe Fair, beginning June 8, 
will be the golf tournament at which all 
visiting shoe buyers will be guests. The 
tournament will be conducted by the 
Boston Boot and Shoe Club. 

The tournament will be under the 
direction of Frank C. Donovan, of 
F. C. Donovan, Inc., 192 South Street, 
Boston, assisted by a representative 
committee of shoe and leather men. 

At a meeting of Mr. Donovan’s com- 
mittee on Wednesday of this week, it 
was decided to hold the tournament at 
the Wollaston Golf Club, on Monday, 
June 8. This club has one of the finest 
golf courses in greater Boston. Various 
committees were appointed to carry 
out plans to make this tournament an 
outstanding one from every angle, as 
follows: 

Registration, Handicapping and Cad- 
dies: C. W. (Chick) Evans, Leas & 
McVitty, Boston; John F. Murphy, 
Ohio Leather Co., Boston; Fred Ahern, 
Bliss & Co., Boston. 

Prizes: James T. Gormley, Day- 
Gormley Leather Co., Boston; F. C. 
Donovan, F. C. Donovan, Inc., Boston; 
Arthur D. Knight, Shoe & Leather Re- 
porter, Boston; William J. Doyle, Doyle 
Shoe Co., Brockton; Robert Nelson, 
E. E. Taylor Co., Brockton; William J. 
Hickey, John R. Evans Co., Boston; 
Ernest D. Haseltine, W. L. Douglas 
Shoe Co., Brockton; Frank Bohr, 
Holmes-Bohr Co., Auburn, Me.; Cush- 
man Abbott, Cushman Abbott Co., 
Auburn, Me.; Joseph Jannigan, North- 
western Leather Trust, Boston; George 
A. Dempsey, Farmington Shoe Co., 
Dover, N. H.; Louis H. Salvage, Louis 
H. Salvage Shoe Co., Manchester, 
N. H.; H. M. Read, Gregory-Read Co., 
Lynn; E. M. Winslow, Benz Kid Co., 
Lynn. 

Press: William J. McDermott, 
“Weekly Bulletin,” Boston; Marcus 
McWeeney, Kennedy’s Store, Boston; 
Fred Ahern, Bliss & Co., Boston; 
James H. Stone, Boston. 

Treasurer: Eugene L. Wyman, 
United States Leather Co., Boston. 

Members of the trade who desire to 
contribute a prize may send their sub- 
scription to the chairman of the com- 
mittee at the address above. A lunch- 
eon at the club, as guests of the Boston 
Boot and Shoe Club, will be supplied. 
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Our Summer visitors — The 
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ALL IN-STOCK 


PRICE $3.25 
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News of Travelers and Associations 


Jimmy Blythe With 
Krippendorf-Dittmann 


CINCINNATI — Jimmy Blythe has 
joined the Krippendorf-Dittmann sales 
force and will cover Illinois and the 
southern half of Wisconsin. A man of 
broad experience in women’s shoes, Mr. 
Blythe’s selling career covers 12 years 





JAMES BLYTHE 


with Dugan & Hudson Company, four 
years with Muroe Shoe Company, two 
years with Capitol Shoemakers, Inc., 
selling volume accounts, and more re- 
cently with Charles Cushman Company. 
He is known as a tireless worker and 
has a host of friends throughout the 
Middle West. Mr. Blythe lives at Deca- 
tur, Illinois. 


New York Travelers 
Announce Outing Date 


New York—tThe date for the annual 
outing of the Boot and Shoe Travelers 
Association of New York has been set 
for Thursday, July 16, it was recently 
announced by Charles Havranck, sec- 
retary of the association. As the asso- 
ciation is celebrating their 30th anni- 
versary at this date a special program 
is being arranged for the outing, which 
is expected to be the biggest and best 
yet given. 

As was the case in the last two years, 
a golf match will be played for the 
Boot AND SHOE RECORDER cup, which 
was won last year by Frank Holmes of 
the United Last Company. 

A special match will be arranged for 
Bill Butterworth, who is taken for 
granted as the best player in the asso- 
ciation, and some other outstanding 
golfer, which should, as in previous 
eases, prove to be an interesting event. 


The golf matches will be played at the 
Engineers’ Club, in nearby Roslyn, as 
they were last year. 

Baseball, swimming and other sport- 
ing events will all be on the program, 
as well as a delicious lunch and dinner 
with refreshments in plenty for all. 





Marbridge Building Changes 


New York—The following are the 
office changes in the Marbridge Build- 
ing to date. 

The Standard Shoe Company, Inc., 
have moved their offices to Rooms 
428-440. 

M. A. Packard Company have moved 
to Room 905. 

Dunn & McCarthy have taken an ad- 
ditional space in their same location. 

The Pleatex Corporation have taken 
Rooms 454-456. 

The J. M. Connell Shoe Company 
have moved to Room 826. 

The Sherwood Shoe Company have 
taken Rooms 860-862. 





Krippendorf-Dittmann 
Salesmen Show Fall Line 


CINCINNATI—The Krippendorf-Ditt- 
mann Company, Cincinnati, Ohio, in- 
troduced their new Fall line of foot 
rest shoes to the trade on May 4. In 
addition to many new features in the 
line, the men went out armed with an 
advertising and sales plan which in- 
cludes vigorous dealer support backed 
by a strong consumer campaign in 
Vogue, Harper’s, McCall’s, Good House- 
keeping, Sunset and Ladies’ Home 
Journal. Krippendorf’s trade promo- 
tion plan includes catalogs, folders and 
recorder advertising. 

Vice-president, F. X. O’Brien states 
that he looks forward to a very satis- 
factory Fall selling season and points 
out that the company has enjoyed con- 
sistent sales gains since the factory was 
moved back to Cincinnati in 1933. 





W. R. Follansbee With K-D 


CINCINNATI, OHIO—F. X. O’Brien, 
vice-president of Krippendorf-Dittmann 
Company, has announced the addition 
of W. R. Follansbee of Minneapolis to 
the K-D sales force. He is to cover 
Iowa, Nebraska and Colorado. Says 
Mr. O’Brien: “Mr. Follansbee is well 
known in this territory, ranks high 
with the retail trade as well as with 
other traveling men. We consider him 
a very valuable addition to our selling 
organization.” 





Tri-State Shoe Mart 


PITTSBURGH, PA.—The Pennsylvania 
Shoe Travelers Association decided at a 
recent meeting, to hold a style show at 
the William Penn Hotel in Pittsburgh, 
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tarsal 


rubber. 


Per dozen pairs 
Small 
Medium 
Large 
Small—tacked 
Medium—tacked 
Large—tacked 


Leather 
covered 


Scott's METATARSAL PADS 
will bring you EXTRA PROFITS 





You can pay your rent with the profit you make from Scott’s Metatarsal 
Pads, if you will just suggest them to your customers. Nine out of ten 
men and women need them—nine out of ten will thank you for the sug- 
Scott's %eStion and pay you well for the few minutes it takes to sell them. 


EXCLUSIVE 
CLOVERLEAF 
METATARSAL 


The finest pad made. 
Elevates the entire 
dome of the meta- 
area — especi- 
ally effective where a 
firm support is needed. 
Recommended by chi- 
ropodists and foot spe- 
cialists. Leather cov- 
ered or plain sponge 


Scott's REGULAR 
METATARSALS 


Sponge rubber McKay 
and Turn soles. 


for 


Dozen Gross 


Regular 
$0.90 
1.00 
1.10 
1.60 


1.70 
1.80 


(small) 


Write for complete folder 
showing full line of Scott 
Foot Appliances. 











Order Today SCOTT FOOT APPLIANCE CO., OMAHA, NEBR. 


Installed and adjusted quickly by means of 


Large 
Medium 
Small 


Scott's 
TACKED METATARSALS 


sharp anchor tacks. 
LEATHER COVERED Dozen 
etduegnaeucreaeaaeeoueades $2.70 
A peepabdeneendmretekie 2.50 
Lixegosadevaidadddavewtees 2.30 


Gross 


25.10 








July 26, 27, 28, to be known as the Tri- 
State Shoe Mart and encompassing the 
territories of Harrisburg west, eastern 
Ohio and western Virginia. 

It is the intention of the association 
to have their Shoe Mart at a time which 
will not conflict with other shows or 
conventions. The retailers of the Tri- 
State territory have been invited to 
participate with the object in view to 
bring about a closer unity among the 
retailers and the commercial shoe sales- 
men of that section. 


U. L. Curtsinger Eastern 
Representative for Pedigo 


St. Louris—The Pedigo Company has 
announced the appointment of U. L. 
Curtsinger, who was formerly associ- 
ated in very responsible positions with 
a number of well-known manufacturers 
in the Brooklyn market, as its Eastern 
representative, with headquarters in 
New York City. 

Mr. Curtsinger has a broad back- 
ground of experience both in styling 
and selling and he is widely and gen- 
erally known among the best stores in 
all of the cities in which he will present 
Pedigo shoes. 


MacLain Russell Joins Heywood 


WorcEsTER, Mass.—MacLain Russell 
has become a member of the sales force 
of the Heywood Boot & Shoe Company 
of this city. He will make his head- 


quarters in Chicago, and cover the 
states of Iowa, Kansas, Nebraska, Mis- 
souri, Minnesota, Wisconsin, Indiana, 
Illinois and Michigan. Before accepting 
his present position, Mr. Russell was in 
the employ of Carson, Pirie, Scott & 
Company of Chicago. 


Percy Hart Joins Drell, Inc. 


New York—Percy E. Hart has re- 
signed from the Meniham Company of 
Rochester, N. Y., and has become asso- 
ciated with Drell Footwear, Inc., 45 
East 20th Street. Mr. Hart will be 
on hand to greet his friends at the Shoe 
Fashion Guild Show to be held at the 
Waldorf-Astoria Hotel, May 18, 19, 20, 
where Drell Footwear will have an ex- 
hibit. 


Bob Harbaugh Goes to Greeley 


GREELEY, CoLo.—‘Bob” Harbaugh 
has now charge of the shoe department 
in the Moody Department store. He 
came here directly from the Bretwor 
Shoe Store in Pueblo, Colo. - 


Indiana Travelers Announce 
Spring Meeting 

INDIANAPOLIS, IND. — The Indiana 
Shoe Travelers’ will hold their Spring 
meeting May 16, at Olive Pleasure 
Club, on White River. Members will 
gather in the club rooms in the Wash- 
ington Hotel, and motor to the resort. 


In the afternoon there will be a regu- 
lar business meeting followed by a 
chicken dinner and all the trimmings. 
Charles I. Slipher, president, will pre- 
side. 


Rice-O'Neil Sales Conference 


St. Louris—Rice-O’Neill Shoe Com- 
pany, St. Louis, called their entire 
force of salesmen into the factory, 
where they went over the new line with 
company officials and made a thorough 
study of promotional plans for Fall. 

J. G. Jones, Jr., vice-president and 
sales manager, states that they have 
added five new lasts and in addition 
to the regular line of Rice-O’Neill high 
style shoes, the men were given a new 
line called “Swankies” of rough leather 
types. The following salesmen cover 
the country: H. L. Biddle, Pennsyl- 
vania, Virginia, West Virginia, Mary- 
land; H. Luderman, Wyoming, Mon- 
tana, Washington, Oregon, Idaho, 
Utah; L. A. Mullen, North Dakota, 
South Dakota, Nebraska, Iowa, Kan- 
sas, Minnesota; J. H. Regelman, Ohio, 
Michigan, Wisconsin, Indiana; Jas. 
H. Jones, Illinois and Missouri; G. C. 
McAtee, California, Arizona, Nevada; 
N. K. Morris, Georgia, Florida, Ala- 
bama, North Carolina and South Car- 
olina; T. F. Pollard, Kentucky, Ten- 
nessee, Arkansas, Louisiana and 
Mississippi; Al. Rice, New England 
States, New York, New Jersey; D. C. 
Sarfaty, Oklahoma, Colorado, Texas, 
New Mexico. 
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WHERE 
TO 
BUY 


FE EE oF 


Women's Shoes 


Oa a a te 


LUMBARD 


Modern Turn Shoes That Fit 
WILL NOT GAP 


hy Kid New “SHORTBACK” Lasts 


Send for 
-* p ST y LEA eatalog 5 





Ae ee ee oe 8) 
TURNS 





LUMBARD SHOE CO 





KUSH-IN-EZE 
HAND_ TURNED 
FOOTWEAR 






IN 
STOCK 












No. 252 
Black Kid — 
f ; 25 last 


VAUGHAN TOWLE CO. 


A division of L, B, Evans’ Son Co 


WAKEFIELD MASS. 











Vitality Sales Conference 


St. Louis — Vitality Shoe Company 
held its five-day semi-annual sales con- 
ference at headquarters April 20-25. 
The selling force of 17 road men was 
on hand studying the new samples and 
going over the Vitality promotional 
plans for Fall. Sales Manager C. L. 
Hein says the new Fall lines have been 
lengthened, new lasts added, the scope 
of the stock department increased. The 
suggested retail price plan is main- 
tained as before. A new and interest- 
ing feature is an additional children’s 
line with wedged heels and seamless 
back parts. This line will be dis- 
tinguished as “Vitapoise Feature 
Shoes.” 

The series of conferences was topped 
off with a banquet at the Statler Hotel 
Thursday, April 24. 

Charles K. Wheeler, Vitality’s Texas 
representative for the past six years, 
has retired. He is succeeded by R. C. 
Farrar who formerly worked Kansas, 
Missouri and Oklahoma. Mr. Farrar’s 
territory has been taken over by W. M. 
O’Bryen who-has been in sales and mer- 
chandise work at Vitality headquarters 
for the past 3% years. 

Following is a complete list of Vital- 
ity salesmen and their territories: 

M. P. Bringardner, Indiana-Mich- 
igan; J. R. Burriston, California; R. C. 
Farrar, Texas; J. W. Field, Southern 


States; C. E. Goodrich, Mountain 
States; W. J. Harney, Ohio; W. L. Jon- 


BOOT AND 


L. H. Rabinoff Opens - 
Modern Shop 


REDONDO BEACH, CALir.—After an 
absence of two years, L. H. Rabinoff 
has opened a shoe store here, known 
as Lew’s Boot Shoppe. This store 
which has been in operation several 
months is modern in every respect. 





Rabinoff's 
new shoe store in which he enjoys a 
good business on his quality line 


The attractive front of Mr. 


Wall-to-wall carpets, chromium furni- 
ture and an X-ray machine made the 
shop a model for its appointments. A 
full line of shoes for the family is 
carried. Freeman and Nunn Bush for 
men, Selby Styleze for women, Class- 
mates for children and a complete Dr. 
Scholl foot comfort department gives 
a most complete set-up. Mrs. Rabinoff 
has charge of the hosiery and bag sec- 
tion. 

Since opening, Mr. Rabinoff has 
found women’s shoes under $5.00 are not 
moving very well, so he is concentrat- 
ing his efforts on the $6.75 grades. 
Precise shoe fitting to good shoes is 
bringing back many of the store’s old 
customers, as well as being the means 
of attracting many new ones. 





Query for Supplies 


A subscriber is interested in a line of Chinese 
or Japanese straw or fibre slippers for house 
wear. Where can he get them? Address: 
Miss Information, Boot and Shoe Recorder, 
239 West 39th Street, New York City. 





akin, Virginia, West Virginia, Ken- 
tucky, Maryland; J. L. Locke, South- 
east; J. G. Mazur, Illinois-Iowa; A. R. 
Moore, Minnesota-Wisconsin-North & 
South Dakota; W. M. O’Bryen, Kansas- 
Missouri-Oklahoma; Larry O’Connor, 
Eastern Pennsylvania; A. W. Shaw, 
New England; H. E. Summers, West- 
ern Pennsylvania; J. C. Thomas, New 
York State; A. K. Umphrey, North- 
west; M. A. Weiss, Greater New York 
and New Jersey. 





E. N. Burns Starts Shoe Clinic 


ALBUQUERQUE, N. M.—Ear! N. Burns 
has opened a Shoe Clinic here in the 
Sunshine Building where he will fea- 
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REPUTATION! 


Millions demand SHU-MILK— 
the safe, effective white shoe 
cleaner. Will not rub off! 
This established demand, plus 
steady, extensive national ad- 
vertising brings you volume 
business and PROFITS — the 
kind that go into your cash 
register and are not "frozen" 
in shelf stock. 


Order through your wholesaler. 








America's Largest Selling White Shoe Cleaner 








ture the Dr. Locke line of shoes. Mr. 
Burns was in the May Co., Denver, 
shoe department for the past seven 
years and is well versed in foot health 


Trade 


Literature 





O'Donnell Issues Boot Catalog 


HUMBOLDT, TENN.—The O’Donnell 
Shoe Company have mailed to their 
dealers two new catalogs for the 1936 
season. One, the “O’Donnell Aristo- 
crats” catalog, illustrates in color the 
complete line of men’s and women’s rid- 
ing boots and field boots, men’s and 
military boots, and a wide assortment 
of riding boot accessories such as spurs, 
boot hooks, jacks, stretchers, etc. The 
other, the .“Propr-Bilt” catalog, illus- 
trates in color the complete line of in- 
stock Propr-Bilt shoes. This line in- 
cludes infants’, childs’, misses’, growing 
girls’ and boys’ footwear, and also sur- 
gical and club-foot shoes. 





Display Fixture Catalog 


CuIcaco, ILL.— Weavco International, 
Inc., manufacturers of display fixtures, 
have released a new catalog devoted en- 
tirely to the presentation of their com- 
plete line of shoe store display fixtures. 
The catalog shows a wide assortment of 
interior fixtures, seating and window 
display pieces. Copies will be gladly 
sent on request. ; 

















Congratulations to 
Walter Barbour 


MONTELLO, MAss.—Walter Barbour, 
youngest son of Perley E. Barbour, has 
been named superintendent of the Bar- 
bour Welting Company. He has also 
become a member of the firm. 


WALTER BARBOUR 


Mr. Barbour was born in Quincy 
about 30 years ago. After leaving 
grammar school, he attended Thayer 
Academy from which he graduated into 
his father’s business. His first job was 
in the receiving room and, subsequent- 
ly, he worked in every department of 
the business, fitting himself for his 
present position. 


Square Toes Follow the Fleet 


SAN Dreco, Cat.—The good old 
square French toe last in plain black 
calf is still the one best seller in the 
men’s shoe store owned by Russell Wil- 
liams. The reason for this is the large 
Navy trade enjoyed by the store. Navy 
men are not interested in brown shoes, 
so a windowful of black calf shoes is 
always a standby. At this time of the 
year, the center has a showing of 
whites suitable for Navy use. Brown 
and sport shoes in the opposite window 
are concentrated with a view of selling 
these shoes to the townfolks. 





THANK YOU! 


BOOT AND SHOE RECORDER is 
indebted to the following manufac- 
turers for their cooperation in supply- 
ing accessories for pages 22 and 23: 

Hart, Schaffner and Marx and 
Robert Surrey, Mixed Sports Ensem- 
bles; Dobbs, Inc., Hats; Benjamin 
Wolfe, Inc., Sports Handkerchiefs; F. 
A. MacCluer, Inc., Hose and Scarves; 
The Doncaster Corp., Shirts. 
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“It Twists, Turns 
and Flexes”’ 


“Needs no 
breaking in” 

















The Quality Shoe that answers 
every consumer demand «= « - 


Super-Flexible to give glove-like fit . . . style with the greatest foot 
comfort ever built into a shoe .. . quality leathers and workmanship to 
assure a smartly finished appearance. 

Every feature necessary to successful shoe merchandising is built into 
the Thompson Osteo-Nailess Shoe. 

With only a short introductory period many smart retailers have been 
quick to realize the powerful sales appeal and are already featuring 
the line. 

Write Thompson Bros. Shoe Co. at once while franchise may still be 
open in your community. 

















Thirteen styles in 
stock. Rush a trial 
order from the six 
styles illustrated. 











THE 


ESQUIRE 
No. $ 2000 
GUN METAL Ox. No. § 2012 BLACK 
No. S 2002 AND No. S 2014 TAN 
TAN CALF OX. Send for Catalog WITH WING. TIP 
‘THOMPSON BROS. SHOE (6 
FINE SHOEMAKERS 





BROCKTON 
CAMPELLO, MASS. 


























Ok 1 Tee eee 





=r 


Children's Footwear 


ih lh ee cl el elie 





MRS. yaa IDEAL BABY SHOES 
+s Infants’ Soft Soles.. 0-3 
intermediates ...... 1-5 
Flexible Hard Soles. 2-8 
Send for In-Stock 
Catalog 
MRS. DAY’S IDEAL BABY 


Locust St. Danvers, Mass. 














IN-STOCK 
Branded or Unbranded 


NAHM-0-PEDIC 


ber fe a gee 
C.D. Tan egy 75 
Pe 417—12/2— 
B.C.D, Tan En —$2. 00 


Style 357—8/2—12 
B.C.D. White Elk 
—$1.75 







We 457—12/2—3 
C.D. White Elk 
-$2.00 


NAHM-0O-PEDIC shoe. Bullt over new lasts 


A new 
ond patterns scientifically correct along most modern 


NAHM BROS. SHOE MFG. CO. 
Swanson & -Ritner Sts., Philadelphia 
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Riding Boots 
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Orthopedic Shop Opened 
in Nash Store 





The néw Dr. Locke department featuring men's, women's and children's shoes, 
which was part of the major remodeling job done by the Nash Department Store 
in Pasadena 


PASADENA, CALIF.—A complete re- 
modeling has taken place in the Nash 
Department Store women’s and chil- 
dren’s shoe department. Formerly this 
department was housed in one section. 
Now two separate departments have 
been made, one across the aisle from 
the other. Peacock, Johansen and Bou- 
levard shoes for women, and Edwards 
and Kindergarten lines for children are 
now all by themselves, while adjoining 
is a new Dr. Locke department for 
men, women and children. 

Both these departments are operated 
by J. E. Spain of San Bernardino. J. 
E. Hogan who has been doing ortho- 
pedic work for the past twenty years 
has charge of the Dr. Locke section, 


while A. S. Cockerell has the children’s 
and style footwear. 

Formerly both departments were in 
the same space as is now occupied by 
the style shoes. The separation has 
worked out very well. People with bad 
feet are usually quite sensitive about 
their condition and are much easier 
sold when by themselves, Mr. Hogan 
finds. 

An excellent array of brand-new 
Spring styles featured the opening. 
This set-up gives Mr. Spain a well- 
rounded shoe section. The department 
is showing four times the volume of 
business experienced a year ago, also 
the per pair sales check figure has dou- 
bled over this same period. 





Completes 15,000 Miles Swing; 
Finds Business Good 


CuIcaco—V. F. Kelley, national sales 
manager of the Shoe Division of The 
Scholl Mfg. Co., Inc., has just com- 
pleted a 15,000-mile business. trip 
throughout the Southwest and the 
Pacific Coast. He called on the larger 
shoe and department stores on develop- 
ment work, particularly devoting his 
efforts to increasing the business op- 
portunities afforded Dr. Scholl depart- 
ments in these stores. On his return, 
he addressed a meeting of the Western 
Shoe Division salesmen in order to bring 
out new plans for properly merchandis- 
ing Dr. Scholl’s Foot Comfort Week 
which is held this year, June 6 to 13. 

A similar meeting is scheduled to be 
held in New York for the Eastern Divi- 
sion and Mr. Kelley proceeds there with 
A. A. Starin, sales promotion manager, 
where with the assistance of F. A. 


Schanno, eastern supervisor, the same 
preparations for Dr. Scholl’s Foot Com- 
fort Week will be made. 

Mr. Kelley is thoroughly pleased and 
impressed with conditions everywhere— 
in fact, he is setting a new quota for the 
entire sales division and which every in- 
dication indicates will be met. 





Start Cutting May 20th 


FREDERICKTOWN, Mo.— Matthew 
Steis, of the newly-formed Spalsbury- 
Steis-Deevers Shoe Company, Fred- 
ericktown, Mo., will start cutting shoes 
May 20. The opening of the newly con- 
structed 41,000 sq. ft. floor space fac- 
tory will be celebrated with a party 
given by the company for the towns- 
people, factory workers and leather and 
supply men from St. Louis, Wednesday 
evening, May 20. Spalsbury-Steis- 
Deevers will make a line of popular 
priced welts. 
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Modernization with Moderate 
Expense 





















- 


The recently completed sport shoe department of E. W. Burt and Company, Inc., 
which W. S. Foley, owner and operator of the company, converted from a hereto- 
fore unused attic, with very little expense 


Boston, Mass.—Store modernization 
need not be an expensive affair. Gratify- 
ing results can be obtained by the cun- 
ning combination of a small sum of 
money and a large amount of ingenuity. 
Consider the department shown above, 
in which sport shoes are sold by E. W. 
Burt & Co., Inc., at 17 West Street, 
Boston. 

When W. S. Foley, who took over this 
old established company late in 1935, 
decided that sport shoes should be car- 
ried in order to complete his already 
well known lines of high-grade ortho- 
pedic (fashion comfort) footwear and 
even higher grade high-style dress shoes 
for women, he found that there was no 
place in the store which could be devoted 
to their sale. The first floor was full 
of fashion comfort shoes; the second 
floor had all it could do to house the 
dress footwear. There remained noth- 
ing but the third floor, which was just 
a good, old-fashioned attic under the 
eaves with sloping ceilings. The only. 
difference between this room and the 
average attic in a home was that it had 
no cobwebs. 

Its chief feature was a gigantic sky- 
light, installed at the request of a pho- 
tographer who had once occupied the 
room as a studio. Through this win- 
dow filtered a dirty gray light which 
would have ruined the effectiveness of 
any artificial lighting system in exis- 
tence. This Mr. Foley knew, so he called 
in a carpenter and had the skylight 
covered with a false ceiling of composi- 
tion board. Painted white, to match 
the ceiling, the skylight covering was 
then seen to be a natural panel, easily 
visible from most parts of the room, so 
some wood block letters were bought, 
and the words “Fairway” and “Sports- 
wear” appeared as the principal words 
in an advertising message on the panel. 
“Fairway,” incidentally, is the name 
given this new line. To add a touch of 
further decoration, inexpensive college 


pennants were bought and attached to 
the panel with inconspicuous thumb- 
tacks. 

The walls were rough-plastered and 
painted cream or light buff. A wood- 
slatted Venetian blind and hangings 
were bought for the narrow window in 
the low vertical wall at the street side 
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of the department; two ceiling lights 
were installed, a couple of floor and 
table lamps were brought in and chrome 
finish furniture installed. The total 
cost of renovating the room, exclusive 
of furniture, was less than $200, and 
the net result was the creation of extra 
selling space, and immediate increase in 
sales and a rounding out of a carefully 
thought out program of service to the 
trade served by the store. 


L. B. Russell Gives Racing Shell 


PHILADELPHIA, PA.— Lawrence B. 
Russell, grandson of the late William 
L. Douglas and acting treasurer of the 
W. L. Douglas Shoe Company, has 
given a racing shell to his alma mater, 
the University of Pennsylvania. Mr. 
Russell, a former member of the 150- 
pound crew during his attendance at 
the school, christened the craft, named 
after him, with a bottle of water from 
the Schuylkill River after which the 
crew took the new craft for a trial run 
in preparation for the races which 
were held May 2. 


Clark Nenad: Cislee Manager 


EVANSTON, ILL.—W. T. Clark, who 
for the past nine years has been man- 
ager of a shoe department for the 
Wohl Shoe Company, has joined Cut- 
ler’s of Chicago as manager of a Palmer 


Boot Shop. 








AS SEEN IN Esquirt. 


With its square front and rugged styling, 
the Nordic reflects its ancestry. Adapted 
from a Norwegian Ski Boot — and the 


comfort. 


E. E. TAYLOR CORP. 





sensation of Continental Resorts —Taylor- Made Craftsmen have added an unusual 
Smart with flannels and all sports attire, it fits into any man’s wardrobe. 


BROCKTON, MASSACHUSETTS 





We suggest 
that you 
cover your- 
self on this 
model as it 
will be ad- 


vertised in 
Edquirt. 


June issue. 
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Shoe Accessories 
—>. EASE CALLOUSES 
=} WITH IDEAL 
“G2 FELT METATARSAL BUTTONS 
ae Specifically shaped, they are correc 
tive. Three sizes, small, medium, 
and. large. Also Chiropodists’ felt, 
mised and all wool. One pound papers of %”, %”, 
. Also heel pads, cushions, insoles, etc. 
Security Shoe Findings Mfg. 
810 W. 73rd STREET, CHICAGe ILLINOIS 
Riding Boots 
LARGEST 
BOOT STOCK 
in America 
Domestic and imported 
For Immediate Delivery 
Men’s, Women’s, Children’s 
Boots for Riding 
Field, Hunting, Aviation 
Alse Jodhpurs & Jodgores 


Complete Catalog 
R-7 on Request 


COLT 
CROMWELL CO. 


1239 Broadway 

New York City 

824 Santa Fe Bldg. 
Dallas, Texas 














JM:CONNELL 


SHOE CO 











Quality Sales Increase 


SAN FRANcIsco, CALIF. — T. P. 
Purcell, manager of the men’s shoe de- 
partment of O’Connor, Moffatt & Co., 
reports that sales of shoes in the 
higher price brackets are steadily in- 
creasing. He is making ready for the 
Summer business, the featured model 
being a white buckskin with white 
crepe sole. 

R. Callahan has left the O’Connor, 
Moffatt men’s shoe shop to take a 
position with Sommer & Kaufmann. 
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Obituary 
Frank M. Allen 


LYNN, Mass.-—The funeral of Frank 
M. Allen, owner of the Lummus Leather 
Company of this city, was held at the 
family home, 25 Batcheller Street, 
Thursday, April 30. Mr. Allen, who 
died April 27, was the father of Frank 
G. Allen, former governor of Massachu- 
sets and head of Winslow Bros. & 
Smith, Norwood tanners. 

Besides the former governor, Mr. 
Allen leaves another son, Harry F. 
Allen of Norwood; a daughter, Miss 
Grace Allen of Lynn; and three grand- 
children, Mrs. Francis Crane of Need- 
ham, Miss Marjorie Allen of Norwood, 
and Frank G. Allen, Jr., of Norwood. 

Mr. Allen was born in Peabody but 
had made his home in Lynn for the 
last 70 years. At the age of 14 he went 
to work in the leather factory of Wil- 
liam Lummus, and later in life pur- 
chased the concern which he operated 
until his death. 

Mr. Allen had always taken an act- 
ive interest in Lynn municipal affairs 
and had served in the common council, 
the board of aldermen, board of public 
works and the Lynn school committee. 

He was a member of Mt. Carmel 
lodge of Masons and a trustee of the 
Broadway Methodist Episcopal Church. 
For many years he was a member of 
the executive committee of the Lynn 


Y. M. C. A. 





J. Norman DeLory 


SPRINGFIELD, Mass. — J. Norman 
DeLory, 50, prominent Rockland shoe 
dealer, died at his home in Rockland, 
April 22, as a result of injuries sus- 
tained when the rifle he was holding 
was accidentally fired. It is understood 
that Mr. DeLory had a hobby of target 
shooting and that he was going out to 
his range in the rear of his home when 
he fell, the impact discharging the gun. 

For about 35 years he had been 
engaged in the retail shoe business in 
Rockland and was a member of the 
Knights of Columbus and Eagles. Be- 
sides his wife, he leaves a sister Miss 
Catherine DeLory of Whitman. 





Sydney E. Florsheim 


Cuicaco, ILL.—Sydney E. Florsheim, 
66, son of the late Simon Florsheim 
and brother of Milton S. Florsheim, 
president of the Florsheim Shoe Com- 
pany, died of a heart attack on an 
eastbound train near Albuquerque, 
N. M., on May 2. 

Mr. Florsheim, with his wife, was re- 
turning to Chicago from his Winter 
home in Beverly Hills, Calif. 





Ben Portman 


DECATUR, ILL.—Ben Portman, age 34, 
manager of the Vanity Boot Shop, 155 
North Water Street, died of a heart 
attack April 14, 1936. He leaves a 
mother and four sisters. 





. 
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J. Weiss Shoe Co. 
Moves Salesrooms 


NEw YorK—The J. Weiss Shoe Com- 
pany, formerly located at 137 Duane 
Street, has moved to larger and more 
modern quarters at 138 West Broad- 
way. 

Fred Meyer and Harry J. Weiss, who 
have been associated with the com- 
pany for many years, are now the sole 
owners of the concern. Their line of 
women’s novelty shoes is now com- 
plete for Spring and Summer. 

Mr. Meyer and Mr. Weiss extend a 
cordial invitation to their customers, 
old and new, to visit them in the new 
salesrooms where they will be assured 
of prompt and courteous service. 


Celebrates 50 Years of 
Retail Selling 


Los ANGELES, CAL.—Jacob J. Zeller, 
a member of the sales force of Green’s 
Shoe Stores, a retail chain with stores 
in and around Los Angeles, celebrated 
50 years of retail shoe selling on May 2. 

Mr. Zeller, now 80 years old, started 
the Churchill shoe factory in Rochester, 
N. Y., in 1868, and remained in this 
business for about ten years, after 
which he left and joined the Goodyear- 
Naylor plant as foreman. He remained 
in this capacity for nearly ten years. 
Leaving this concern, Mr. Zeller en- 
tered the retail trade in which he has 
remained until this present date, still 
active and competent in shoe retailing. 


Observe Foot Health Week 


BALTIMORE, Mp.—Leading exclusive 
shoe shops, department stores and spe- 
cialty shops effected a tie-up with the 
observance of BooT AND SHOE RE- 
CORDER’S promotion of National Foot 
Health Week. Dalsheimer’s shoe shop, 
213 N. Liberty Street, in “Foot Health 
Week” advertisements, featuring Wil- 
bur Coon shoes, stressed the necessity 
of wearing correct type of shoes, ex- 
pert shoe fitting to insure that foot 
freedom and foot comfort all wish to 
enjoy. 

Hahn’s, Baltimore branch, 37 W. Lex- 
ington Street, also stressed foot com- 
fort through wearing correct type of 
shoes in its participation in National 
Foot Health Week. So did The May 
Co., department store, especially in its 
merchandising of Dr. Locke shoes. In 
addition to these other establishments 
cooperated, not only in their advertise- 
ments but also in their window and 
store displays, all designed to educate 
percons of the vital importance of wear- 
ing correct footwear, expert or special 
fitting service, etc. 











New Wood Heel Company 


LEWISTON, Me.—The Fashion Wood 
Heel Corp. of this city, has been in- 
corporated with a capitalization of 100 
shares of no par value stock. Officers 
are: Marjorie G. Tracy, president and 
Susie G. Catvi, treasurer. 
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KEEP AHEAD of COMPETITION 
MODERNIZE with 


(frombleo 


FURNITURE 
“by HOWELL 





Note the name on the arch-brace, 
visible to your customer’s eye; 
therefore, a helpful selling feature. 






















AT LAST—We have perfected a semi-flexible Nu- 
Matic arch brace that adds additional support to the 
weakened and fallen arches—plus—the everlasting 
features that have made the Nu-Matic 100% nail- 
less cushion the outstanding comfort shoe of today. 







Chromsteel Furniture will 
build new sales records for 
you, because people prefer 
to buy in stores with the 
modern atmosphere! 
Howell’s new, 36- page 
Chromsteel Catalog con- 
tains many helpful new 
store-arrangement ideas. Be 
sure to get your copy 
NOW! Tear out a corner 
of this ad—send it with 
your letterhead for full in- 
formation TODAY! 


HOWELL 


ST. CHARLES, 
NEW YORK 
LOS ANGELES 





ILLINOIS 
CHICAGO 
SAN FRANCISCO 





This scientific cushion shoe will spell 
“repeat profits” for you. Send for our 
catalog of men’s and women’s shoes 
BEWARE OF IMITATIONS. 


Salesmen: Choice territories open. 


Exclusively Manufactured by Rohn Nu-Matic Shoe Manufacturing Company 
512 W. Florida St., Milwaukee, Wis. 


Koti Mu Malic 
CUSHIONED SHOES 






















process over a larger area and hence 
will be more easily covered up. Then 
instruct her to wipe with a dry cloth, 
allow to stand a minute or two, and 
then apply the cleaner again, lightly, 
and with just enough of the cleaner to 
make the cloth slightly damp. 
Three—It is particularly important 
to emphasize that the container should 
be well shaken, not only before being 
used but every time it is picked up 
during the cleaning process. The pig- 
ment used in these cleaners, almost 
without exception, is very much heav- 
ier than the fluid in which it is sus- 
pended. It settles quickly to the bot- 
tom of the container and, if not mixed 
frequently by shaking, the customer 
will have to use a much larger quan- 
tity of the fluid with its suspended 
pigment to get a smooth even white. 
This is important for still another 
reason. The less liquid which is ap- 
plied to the white shoe, the better for 
the leather. No leather is improved 
by being soaked in any liquid of any 
kind—another reason for the advice 
to use a damp cloth instead of a wet 
one and to see to it that the shoes are 
properly dried, preferably on trees, be- 


How to Use White Cleaners 


[CONTINUED FROM PAGE 38] 











fore they are worn again. Some manu- 
facturers, faced with the necessity of 
cleaning white shoes before they are 
boxed for shipment, find they get bet- 
ter results by using cheesecloth damp- 
ened with the cleaning fluid, than by 
the older method of saturating a 
sponge. The latter soaks up a much 
larger quantity of the liquid and a 
correspondingly larger amount of the 
same liquid is squeezed out, wetting 
the leather more than is necessary to 
accomplish the end sought. 

An interesting and convenient form 
of white shoe cleaner is the so-called 
“cake” type. A wet sponge or cloth 
is wiped over the cake and then used in 
cleaning and whitening the shoe. Here, 
again, the proper use of the product 
is all-important. A thoroughly satu- 
rated sponge or cloth will release too 
much water unless handled with much 
more care than can reasonably be ex- 
pected. Except in cases where direct 
instructions to the contrary are given 
by the manufacturer, it will be safer to 
tell your customer to fill the sponge 
with water, squeeze it until compara- 
tively free from liquid, then wipe it 
over the cleaner “cake.” By the same 






token, a damp cloth (if cloth is used) 
is preferable to one which is overly wet. 

The point to keep in mind is that 
your customer is handling a sponge, or 
cloth, which can be made to carry al- 
most any quantity of water desired, 
whereas the amount of pigment wiped 
from the surface of the cake is, speak- 
ing relatively, almost a fixed quantity. 
Better results are obtained, therefore, 
when the amount of pigment comes .a 
bit closer to being equal to the amount 
of water than when the quantity of 
water is largely in excess of the amount 
of pigment. 

With so-called “nap  leathers”— 
suedes, reversed calf, etc.—many pre- 
fer dry cleaners. Some of these are 
powders and some are of the familiar 
stick variety. Working with the latter, 
some makers have even been able to de- 
velop sticks so small that they are car- 
ried in extremely ornamental containers 
similar to those used for lip-stick. 

This dry type cleaner cannot be suc- 
cessfully applied unless the original 
layer is first removed. That’s really 
about all there is to it. Powder types— 
some of them, at least—come in small 
[TURN TO PAGE 64, PLEASE] 
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Advertising Sport Shoes 


[CONTINUED FROM PAGE 36] 


by the rubber goods manufacturers 
for the Summer season. 

Both of the latter classifications, 
spectator sport shoes and sport spe- 
cialties, represent a very large volume, 
both in pairs and dollars and cents. 
The spectator sport shoes receive by 
far the greater emphasis in retail shoe 
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Men's Shoes 
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“HIGHEST GRADE ONLY" 
EAST WEYMOUTH, MASS., U.S.A. 
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Dancing and Bowling Shoes 
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BUY A NATIONALLY KNOWN 
BRAND 


We carry everything in dancing shoes, 
also a complete line of bowling shoes. 


Write for price list 
ROVICK THEATRICAL SHOE CO. 
Manufacturers 





325 W. Madison St. Chicago, tll. 
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Shoe Cleaner 








New! INSTANT WHITE 


Works like magic. Dries 
instantly as smooth as velvet. 
A Headliner for All Smooth Leathers 


verett & Barron (0 


PROVIDENCE, R.I. TORONTO, CAN. 
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store advertising, possibly because they 
are more in line with regular shoe 
store merchandise, while the rubber 
specialties are a recent development, 
more related to the staple sneakers 
that retailers have taken for granted 
and oftentimes neglected in planning 
their promotions. One of the first 
things that impresses us, in looking 
over the early sport shoe ads, is a de- 
cided lack of promotional effort on 
these specialties; that could easily be 
developed into a very profitable part 
of the business of the average shoe 
store. Since these shoes fall into a 
class distinct from other kinds of 
sports footwear, both as to use and 
price range, they are for the most 
part non-competitive, and the retailer 
would have no need to fear that vigor- 
ous promotion of sport specialties 
would increase their sales at the ex- 
pense of regular sport shoe business. 


Active Sport Shoe Ads 


Active sport shoe advertising ap- 
peals, of course, to a limited group of 
customers, the group that happens to 
be interested in the particular game 
or sport for which the shoes are in- 
tended. So it has to be planned and 
written in a way that will make the 
strongest possible impression on the 
particular audience it is designed to 
reach. In other words, it is class ad- 
vertising, with a class appeal. If you 
advertise golf shoes, talk the jargons 
of the fairways, or at least emphasize 
the points of quality and construction 
that will appeal to golfers and make 
the particular kind of golf shoes you 
sell seem desirable to them. If it’s 
tennis shoes, talk to the tennis players, 
and so on. 

In this field of active sport shoe ad- 
vertising, also there is another oppor- 
tunity for many stores to do a better 
job than they are doing at the present 
time, through closer contact with the 
people who are interested in the sports 
and who will, therefore, form your 
customer prospect list. Many a shoe 
merchant has developed a_ splendid 
golf sport shoe business by a close fol- 
low-up of the membership of golf clubs 
in the vicinity of his store. Some 
stores have actually arranged with the 
club to show samples of the shoes and 
take orders for them. But in any 
event, a member of store’s staff should 
take a sufficient interest in this class 
of business to make it his job to know 
the requirements of the trade and 
maintain a regular contact with the 
customer. 

The same is equally true of other 
sports. One not infrequently hears it 
said that competition from sporting 
goods stores is taking sport shoe busi- 
ness away from the retail shoe store. 
If that is true, the chief reason lies 
in the fact that the sporting goods 
store surrounds shoes with a sports 
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atmosphere and thereby makes its ap- 
peal to the sport consciousness of the 
customer. Shoe stores should, there- 
fore, try to capture some of the sport 
atmosphere to be found in the sporting 
goods store and should approach the 
customer as a sport enthuiast instead 
of just merely a customer for another 
pair of shoes. 

Almost limitless in style and treat- 
ment and in the possible angles of copy 
approach are the ad ideas that can be 
worked out by an ingenious advertising 
man to present spectator types of sport 
shoes. The field is so wide and varied 
that almost any style of effective Sum- 
mer shoe advertising lends itself to 
sport shoe promotion. For the most 
part spectator sport shoe advertising 
is style advertising, in which the shoes 
are dramatized against some appealing 
background of smart recreational ac- 
tivity indicating the use of the shoes 
and the types of costumes with which 
they may be worn. 

Since sport shoe advertising of this 
sort, including white shoe promotion, 
will be practically a continuous per- 
formance from June until Fall shoe 
opening, why not plan a series of ads 
in which various uses of sport shoes 
are suggested in turn, as, for example, 
shoes for Decoration Day and Fourth 
of July outings, vacation shoes, boys’ 
and girls’ camp footwear, travel shoes, 
cruise and deck footwear, shoes for 
country club wear and, by no means to 
be overlooked, sport shoes for business. 


Sport Shoes for Business 


Acceptance of sport types of men’s 
shoes for business wear has been grow- 
ing steadily and promises this year to 
assume greater proportions than ever 
before. While in some cases the sale of 
a pair of sport shoes for this purpose 
may take the place of a pair of tan 
shoes, nevertheless, the use of sport 
shoes for business wear does tend defi- 
nitely to reestablish Summer as a dis- 
tinct season in men’s shoes and to 
encourage the sale of many pairs to 
men who would otherwise go through 
the Summer wearing whatever shoes 
they happened to own. When Fall 
comes, the man who bought sport shoes 
for Summer must of necessity buy a 
new pair. From this standpoint the 
adoption of sport shoes for business is 
undoubtedly a favorable development 
in men’s shoe merchandising. 

From the latter part of May until 
August, white shoes, as such, should be 
advertised at regular intervals. True, 
white shoe business has become such a 
definite part of Summer shoe selling 
that a certain volume will gravitate to 
any store regardless of what advertis- 
ing may be carried. But the big ob- 
jective in white shoe season should be 
to sell the shoes as early as possible 
and at profitable prices, before some 
competitor has announced a reduction. 
Perristent advertising, backed up with 
good window displays and other sales 
promotion effort, will help to accomplish 
that objective. 
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WHERE STRENGTH AND 
STURDY CONSTRUCTION 
ARE ESSENTIAL .. . 


Experienced manufacturers and retailers 
know the importance of strength and rigid- 
ity in shank construction and wood heel 


attaching. 


Based upon sound shoemaking principles, 
Unishank and WM Wood Heel Screw 
Attaching combine to promote security to 
the finished shoe. These thoroughly tested 
methods add strength, increased durability, 
and comfort to the shoe throughout its life. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 





When writing advertisers please mention Boot and Shoe Recorder 














THE TICKET 
ay heme 


Green leaves and gay flowers 
on white board. The scroll de- 
sign emphasizes the text as 
outstanding style news. 


The display card is 8” x 14”. 























CARD HOLDERS 
Oval base—burnished gold— 


three-color trim. These modern- 
istic holders take any size card, 
and harmonize with the finest 
window display fixtures. 

Supplied with annual services. 
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Everyone Passing 


is a Possible Prospect 


SELL THEM 


DISPLAY CARD SAMPLES, HARMONIZING TICKETS 
and SELLING MESSAGES SENT ON REQUEST 


14 snappy and informative selling messages 
each month for men's, women's, children's shoes, 


women's hosiery, store service, fitting, quality, styles. 
Single cards, 60c each—without text, 35¢ each 


ATTRACTIVE HAND LETTERED PRICE TICKETS 


In popular denominations and blank. Samples of in-stock 


tickets available. 


WITHOUT STORE NAME: 6 dozen, $1.10—12 dozen, $2.00 
WITH STORE NAME: 100 tickets, $3.00—200, $5.00 


MERCHANDISING AIDS 





Polly Clips 
Pouy Cup for Price Tickets—Adijustable— 


for Price Tickets Tilt at any angle. 





$4.00 
Polly Shoe Holder 
To display arch, branded, and [REORDER 
fibre-sole shoes. Always re- 

mains in upright position. eeeecese 


Recorder Stock Record 
Tickets 
for shoe cartons. Cyclone clips 


included: 
sescesse 














Pat. Pending 
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FEATURE POINTERS 


precisely point out in-built values. These 
ARROWS are obtainable in two combina- 
tions: corn with green border, or buff with 
green border. Choice of forty selling phrases, 
or blanks. 

12 dozen (printed or blank) 

6 o oe A] oe 


SPECIAL: 
Combination of one gross Polly 


Clips and one gross Arrows, only 


VV. 


ANNUAL DISPLAY CARD 
SERVICE INCLUDES 


EXCLUSIVE FRANCHISE with annual card service to one merchant in an 


average size town, suburb or city shopping center. 


STORE WINDOW BULLETIN supplies merchandising and display suggestions 


each month. 


SPECIAL CARDS, with wording as wanted; or, duplicate stock cards for your 
other window—gratis. 


EXCHANGE OF CARDS: Annual card service subscribers may exchange any 
cards received for others of the current month, whose text better covers 
their merchandising program. 


PRICE TICKETS: Blank tickets, harmonizing with the current month's cards, 
supplied free. 


IMPRINTED PRICE TICKETS with prices as wanted, to assure well blended 
trim, are 35c per fifty, additional. 
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per month. 


.-. per year, payable 
cash In advance, full year’s 


month additional 
each month’s service deliv- 
eard holders. 


ered, and agree to return the 


ber 


from foreign subscribers 


service, 6% discount. Checks 
must be drawn on VU. &. 
banke, or Include exchange. 
If for any: unforeseen reason 
we wish to discontinue ser- 
vice before expiration of or- 
der, we agree to pay $1.00 


For thie service we will pay 


FOR 


MERCHANTS SERVICE DEPARTMENT 
BOOT € SHOE 
WN EcOVAEY 
CHICAGO:ILL: 


Cheek, with order, please, unless C.0.D. preferred 
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and yellow — gold 
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board. 
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“C” Midnight blue 
and vermilion de- 
sign on baff board. 


“B”: Blue bar with 
orange sunburst on 
silver board. 

“A”: Same design 
white board=— 
brown bar—orange 


Size: I'/9” x 2%"—Prices on opposite page. — ~ Si 


Please enter our order for the 
Recorder “Selling Messages,”’ 


beginning with MAY, 
continuing monthly for one 


-+.+, Consisting of 
... Card holders (with 


first month's service), 


blank tickets each month, 
TICKETS, at 35¢ per fifty, 
additional. 


the 
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and Want Ad’ 





SALESMEN WANTED 


SALESMAN WANTED 


SHOE STORE WANTED 








SALESMEN 


To represent large manufacturer and 
national distributor children’s stitch- 
downs, infants’ prewelts and _ ladies’ 
turn shoes and_ slippers. In-stock 
proposition selling to retail trade on 
commission basis. Settlement twice 
monthly for merchandise shipped. 
Territories include New York City, Vir- 
ginias, Ohio, Indiana, Georgia, Florida, 
Kentucky. State experience and ref- 


erences. 
Address E757, care 
OOT & SHOE RECORDER, 





B 
239 West 39th Street, New York, N. Y. 








IDE LINE OPPORTUNITY — Prominent 

manufacturer making a_ splendid line of 
growing girls’ shoes to retail around $4.00 is 
desirous of placing this line for the Eastern 
Atlantic Seaboard with a salesman who is carry- 
ing a non-conflicting line. Commission basis 
only. Line is already placed with outstanding 
stores and sizeable business should be developed 
in the larger cities. For further particulars 
Address E-755, care Boot & Shoe — 
239 West 39th Street, New York, 





WANTED: Salesmen to carry line Infants’ 
Prewelts and Men’s Beach Sandals, com- 
mission basis. The Kepner Scott Shoe Co., 
Orwigsburg, Pa. 


E can use a live wire salesman who wants 

a fast line of novelty shoes made on Gen- 
uine Sbicca Process, either for the Middle West, 
South, or Pacific coast. Line retailing for four 
and five dollars. Straight commission basis. 
Very easy selling line with splendid reputation. 
If you have no following kindly do not apply. 
Address E-756, care Boot & Shoe Fe 
239 West 39th Street, New York, oe 





SHOE salesman desiring a pocket side line 
from which to establish a good paying in- 
come, write J. S., 86 Ellicott Street, Buffalo, 


aN. 





SALESMEN—Carry a complete line of in 
stock men’s work and dress shoes, also slip- 
pers and comfort shoes. Commission basis. 
Address E-750, care Boot & Shoe Recorder, 239 
West 39th Street, New York, . A 





A COMPLETE line of juvenile shoes, infants’ 

' to growing girls’, carried in stock at popular 
price range, is open for a capable salesman in 
the states of Maine, New Hampshire and 
Vermont. Full details and references must 
accompany the first letter, or application will 
not be considered. Address E-749, care Boot 
& Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 


OUNG married man_ desires shoe store for 

cash consideration. Must be reasonable. Ad- 
dress E-752, care Boot & Shoe Recorder, 239 
West 39th Street, New York, z. 





FOR LEASE OR SALE 


Sn i FACTORY, at .o rove, Pa. Firm 
a liquidation. Land, Idings, equipment, 

or lease within thirty ys. Labor and 
parting conditions ene Sprinkler risk. Com- 
munity cooperation. T. J. Purdy, Sunbury, Pa. 








POSITION WANTED 


MANAGEMENT, buying or traveling sales- 
man Position wanted by shoe man with 20 
years’ experience in chain store or department 
store management, also traveling salesman. I 
am 40 years of age and married. Have a clean 
record and can give best of, reference. Would 
like to make connection with chain or retail 
store or represent good line of shoes. Address 
E-744, care Boot & Shoe Recorder, 209 South 
State St., Chicago, IIl. 








LINE WANTED 


FOR LEASE 











ESTABLISHED, manufacturer producing stitch- 
downs infants’, children’s, growing girls’, 
men’s Romeos, and ventilated oxfords, has the 
following openings, Alabama, Mississippi, Iili- 
nois, Indiana, Kentucky, Kansas, issouri, 
Nebraska, North and South Dakota, Colorado, 
and Eastern Iowa. Can be carried with one 
other non-conflicting line and is open only to 
salesmen who are well set in their territory. 
Address E-739, care Boot & Shoe Recorder, 239 
West 39th Street, New York, 


DESIRABLE territories are open for sideline 
salesmen. Applicants must give the name 
of the line now representing with replies. Ad- 
dress E-740, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 


WANTED: Side line salesmen to carry New 
England’s outstanding line of Infants’ Flex- 
ible stitchdowns, ¥% sizes, to retail for $1.00. 
All territories open except New England States. 
Case lot proposition to volume trade only. Ad- 
dress E-743, care Boot Shoe Recorder, 239 
West 39th ‘Street, New York, N. 











ALESMEN for full-time or side-line repre- 

sentation, commission basis, line of fine shoe 
dressings made by nationally known concern. 
Choice territories on Pacific Coast, Middle West 
and Metropolitan New York still open. 5134 
Lancaster Avenue, Philadelphia, Pa. 


WANTED— Experienced salesmen to handle 
on commission line of Women’s Arch Shoes 
retailing $4.00 and $5.00. 50 patterns carried 
in stock, factory proposition, give references. 
Territory open—Connecticut, Virginia, N. Caro- 
lina, Tennessee, Alabama, Iowa, Minnesota, 
Missouri and Kansas. Address E-751, care 

t & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 








WANTED 
For Fall season line Women’s or Men's 
Dress Shoes retailing up to $3.00 for Mis- 
sissippi, Alabama, Tennessee. Now carry- 
ing short, non-competitive line, selling 
volume trade. Commission basis only. 
Best reference furnished. 

oda tl E753, care, 

& SHOE RECORDER, 

239 West “39th Street, New York, N. Y. 











WANTED. Manufacturers Line In Stock. 
Have N. Y. Office, Established Trade, many 
years’ experience in this market. Represented 
factory I am now with twelve years. Wish to 
change as they are discontinuing their In Stock. 
Address E-759, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 


HAVE covered the large retail and shoe de- 
partment trade for years and have a record 
of successful selling that makes friends for 
the factory. Territory wanted, New York and 
the East and larger cities of the Middle West. 
Popular priced women’s shoes. Address E-758, 
care Boot Shoe Recorder, 239 West 39th 
Street, New York, . 








SALESMAN—with an established trade in New 
England open for a men’s line of dress shoes. 
Address E-754, care Boot & Shoe Recorder, 
140 Federal Street, Boston, Mass. 





FOR SALE 





HOE Store Fixtures, quality sectional shelving, 
show cases and other equipment. Worth Shoe 
Co., Inc., 55 Warren Street, New York. 


ONDERFUL opportunity for a Moderate 
Price Shoe Store. Fully equipped with up- 
to-date Fixtures. Must be seen to be appre- 
ciated at 221-15 Jamaica Ave., Queens Village, 
N.Y, Apply to M. Ullman, 222-18 93rd 
pe Queens Village, N. Y. C. Phone Hollis 





COLLECTION SERVICE 








COLLECTION SERVICE 


Let Us Collect Your Slow Accounts 
Debtor pays at your store. 75 cents per 
account is maximum cost. Please use 
business stationery when requesting free 
particulars, National Credit Bureau, 
3379 E. Grand Ave., Beloit, Wis. Refer- 
ences: Any Bank in Beloit. 














"My Most Interesting Sale" 


“My most interesting morning experience 
was just a week ago when a customer who 
wore size 10 AA bought five pairs which totaled 
$55.75. Then within a few minutes a lady from 
Kansas City bought sixteen pairs of walking 
type shoes, a sale which meant just $126.00 
in shoes and $3.00 in polish." 

‘ pad Stewart, The Marston Co., San Diego, 
ali 











address should be counted. 
Classified advertising is payable in 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 

mum charge 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge, 
When a box number is desired twelve words should be added for the address. 
The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. 


1 Advertisements for this page must be in our New York office on Friday of the week preceding publication. “Wj 
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Chain Store Efficiency 


records are made available 
to independent retailers in the 





FOR SALE 





Recorder’s Stock Record System ( 
(either in cards or book form) ( 


“0 
U. S. PATENT NO. 1,979,972 


PNEUMATIC SHOE SOLE 


INVENTOR—FRANK GUILD 
ATTORNEY—ZOLTAN H. POLACHECK 


FRANK GUILD 
SHORE ROAD HOSPITAL BROOKLYN, N. Y. 


Samples on Request 


MERCHANT’S SERVICE DEPT. 
209 So. State St., Chicago, IIl. 
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BUSINESS OPPORTUNITY MERCHANTS’ NEEDS MERCHANTS’ NEEDS 














H 
WCARDS e PRICE TICKET 
YoU CAN HAVE A BUSINESS PRo.| NOW READY. . . CATALOGUE No.32 "| Eeaieenhee s 
FESSION OF YOUR OWN and carn, big Write for copy and details ® BACK deibedeneda ® 
i ervice fees. new syste oO. 7 
foot correction: readily learned by any WEAVCO a INC. - ; SPECIALISTS IN CHAIN SHOE STORE WINDOW PROMOTION 
one at pared ina bod weeks. Lap —— Manufacturers Srebeutae 
f training; openings everywhere w 
all the trade you can attend to. No capi- SHOW WINDOW DISPLAY EQUIPMENT VINE BR 11 6 ighth / Ave _N 
tal required or goods to buy; no agency 14 ] titat Pl Chie ill. LE 20S, 19.8956 
or soliciting. Established 1894. Address nsiitate Fiace, ago 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 

















DISPLAY ® 


Again SEGALL & SONS Toke 

’ the Lead by Presenting Display 

Greater Profits! 4 Equipment in the Newest of 

A perfect fitting shoe for every G Modern Designs at Prices You 

customer with the : e Will Find Most Agreeable. 
DUNDE ‘“é A special folder, has 


SHOE RESHAPING MACHINE . ; been prepared. Please ask 


us to mail you a copy 


Makes every cum <igy 7. | 6 SEGALL & SONS 


tomer’s shoe con-Giil _ j . .— 923 Arch St., Philadelphia 
formscientifically a 
to the feet and L. re 
guaranteed to ce WANTED TO PURCHASE 


give entire satis- 
faction. 9 Wlaliiplatedf un Buyers of Surplus Stocks 


ELIMINATES We will buy surplus or entire stocks of shoes 
aaa at o . THE H OR G E J G KJ n G eee ei QUANTITY NO OBJECT 
ee LYING hoofs roll out a fast tat- KIRSCH-BLACHER CO.. Inc. 
prog gapping at Qs too that quickens the pulse of 106 PR i St. "<a York 


the wildly cheering Cerone on tip- pe 


D toe in its excitement. aryland 
UNDE HA No Do IR R ° N racing season is on! and your home 

in Baltimore is ready for you. WE BUY 
Your car is taken at the door by an Entire or Surplus Wholesale and Retail 
expert garage attendant. Yours is Stocks. Also Branded Shoes such as 
one of 700 comfortable rooms—each Walk-Over, Florsheim, Enna-Jettick, Vital- 
with bath and shower, running ice ity, Arch Preserver, Queen Quality, Bos- 
water, full length mirror and tonians, Stetson, Red Cross, Nunn Bush, Etc. 

‘ head reading lamp. You're IRVIN RUBIN 

Ra le CP 3 80 Reade St. Cor. Church 
ises vamp — removes wrinkles — straightens = b ,,  more’s business and social : : 

a width of all leather shoes—aleo has + i) 7 activities. You enjoy char- Phone Barclay 7-7887 New York City 
cetl—teis Dane g Rechaping” Machine and Bunds acteristic Maryland cuisine 
sales in any of four distinct res- 


bulldeas that le aad slmost the first day you taurants—And the rate— 
use them. from $3.00 single. CASH FOR BRANDED SHOES 
SPECIAL COMBINATION OFFER Men's, Women’s—Factory or Retail 


Machine without iron. ....$28.50 Wanted: Red Cross, Flersheim, Arch Preserver, 
Hand iron eccccccccccce 15.00 ” Enna Totter, ote., Nunn-Bush, Bos. 


Machine ra | foes tren sg fone ian, 
Y.-C. BARIS SHOE COMPANY, Inc. 
DUNDE RESHAPING DEVICES, In. || §5: A UT meaeenee ‘inne Galen ones ee 
13 East 37th St. New York City H.N Bl * MNG.DIR. * BALTIMORE,MD Telephones WORTH 2-5180, 5181 
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A Need 


Would there were some confectionery 
Where the heart seared with pain, 
And soured with sore defeat, could go 

And be made sweet again. 


Would that the soul borne down with 
stress 
Had a wide-open door 
Where it could leave its bitterness, 
And scatter joy once more. 


Would that, in Nature’s wondrous store, 
Some genius could find 
A sugar that could be applied 
To a drawn, acrid mind. 
Clarence Edwin Flynn. 


How to Use White Cleaners 
[CONTINUED FROM PAGE 57] 


cloth bags and the powder is forced 
through the mesh of the cloth as the 
bag is patted against the leather. The 
stick type is applied merely by rubbing 
the end of the stick over the leather. 

That seems to settle the cleaning 
problem—at least until we hear from 
people who don’t agree with us. How 
about selling cleaners? What are you 
going to do to let people know not 
only that you have this cleaner, but 
also that you are competent to teach 
its use. 

The obviously logical time to broach 
the subject is when you sell white 
shoes. It requires very little nerve to 
ask whether the customer has any 
white cleaner. If she says she has, 
offer to tell her how to use it on the 
shoes she has just bought. If she 
says she has not, suggest that she 
buy some right now in order that she 
may be prepared. 

That’s one thing which can be done. 
Another is to see to it that there are 
at least two or three displays of clean- 
ers inside the store, so located that 
one of them will be well within the 
range of vision of every customer in 
the store. An integral part of the 
display should be a display card with 
an advertising message—or if your’ 
cleaner manufacturer provides a small 
display unit, as some of them do, use 
that. It really doesn’t matter if these 
small display units fail to harmonize 
to the nth degree of nicety with the 
interior color scheme of the store. 
They will still continue to do a job 
and the average customer will not 
be at all shocked by what an interior 
decorator may consider a discordance. 

And what, for the love of Mike, is 
the matter with putting some of this 
merchandise in the window occasion- 
ally? You can’t possibly use up more 
than one square foot of floor space 
with three average-size-bottles of ‘white 
shoe cleaners plus.\a card—certainly 
not an unreasonable idea for a win- 





dow which is filled with white footwear. 
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VITALITY FALL LINES 


THE YEAR'S OUTSTANDING MERCHANDISING 
OPPORTUNITY 


@ Styled in the modern trend. 

@ Offered in a wide range of sizes, widths and materials. 
@ Backed up by complete In-Stock Service. 

@ Supported by effective national advertising. 

@ Replete with Vitality quality. 


@ Priced to allow for adequate mark-up. 


" are new lasts, beautiful patterns, smart | 


leather combinations, new ideas—all designed to 
make Vitality’s 1936 Fall lines foremost in the field. 
And a new line of “Vitapoise Feature” Shoes with 


scientifically wedged heels for Big Misses and children. 


National advertising directed at the heart of the buy- 
ing public will appear in Vogue, Ladies’ Home 
Journal, McCall’s, Good Housekeeping and Photo- 
play; their combined circulation reaching 7,500,000 
homes, one out of every four homes in the nation. 
Prepare now for a real harvest in the fall. 


VITALITY SHOE COMPANY e ST. LOUIS, MISSOURI 


Branch of International Shoe Company 


VITALITY 


WOMEN’S MEN’S BOYS’ CHILDREN’S 
AAAAA to EEE AAA to G : AtoE Complete widths 
Sizes 2to 11 Sizes 5 to14 Sizes 1 to 6 fin 2%. 
$6.75, afew $5.50, $6, $4.and $4.50 Priced according 

styles $6.00 $6.75 to size 


VITALITY GROWING GIRLS’ AND THRIFT GRADE SHOES FOR WOMEN $5.00 
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Wife 
BREAKING A ae ’ FECORDS 


A Valcraft shoe 
in Colonial Sno-W hite 


It’s the only white patent that’s beyond the sales of last month; this year’s sales beat last 
experimental stage .. the only white patent _year’s by several thousands of feet. More and 
that has been tested and proved successful by more stores are selling summer shoes of Sno- 
the best manufacturers. The sales chart of | White. More and more women are buying 
Colonial Sno-White looks like a shoes of Sno-White. The chart is 
one-way road up Mr. Everest. Sales still soaring. You still have time 
this month overshadowed the to write in for sample swatches. 


COLONIAL TANNING CO. BOSTON, MASSACHUSETTS 


COL IAL 


FOR THE BEST PATENT LEATHER SHOES 


_When writing advertisers please mention Boot and Shoe Recorder 
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BUCK and WING in 44, TIME 


and Spaulding Counters give her HAPPY HEELS 


cause they are made with Spaulding 


Without comfortable shoes, Miss Kay 
Torrey couldn’t dance night after night 
without taking a lot of punishment. Like 
every active person, like every single 
one of your customers, she must have 
shoes that really fit. And the shoes 


she’s wearing here do fit perfectly be- 


Counters. The backseams stay straight . . 
the quarters stand up . . her shoes are 
comfortable. What is true for her is true 
for everyone. Your customers appreciate 
it, and you sell better shoes, when you 


specify WITH SPAULDING COUNTERS. 


SEAULDINGS 


Counters 


“nade mm North Rochester, N. H. 


NC OTHER PART OF THE SHOE MEANS 


$O MUCH...AND COSTS SO LITTLE 
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DISTINCTIVE] 
FOR IMMEDIATE} 


IN-STOCK 
TO RETAIL AT $3.00 


4441—White Cabretta Sandal Ox- — 4436—White Cabretta Front Strap 
ford, 17/8 Continental Heel. Sizes Sandal, Square Toe, 13/8 Con- 


3/9. Widths AA, B. C...- $2.00  tinental Heel. Sizes 3/9. Widths 


4023—-White Cabretta Tongue Tie. 
15/8 Cuban Heel. Sizes 3/9. 
Widths A to EEE......... $2.00 


4432—White Cabretta Swing 
Strap, Nickel and White Button, 
20/8 Continental Heel. Sizes 3/9. 
Widths AA, B, C 


ENDICOTT -JOHNSON | 


When writing advertisers please mention Boot and Shoe Recorder 
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STYLES IN WHITE 
SELLING 


4434—-White Cabretta Front Strap 
Sandal, 17/8 Continental Heel. 
Sizes 3/9. Widths AA, B, C. 

$2.06 


4026—White Cabretta Gypsy Tie, 
15/8 Cuban Heel. Sizes 3/9. 
Widths A to EEE......... $2.00 


4438—-White Cabretta Tie, 17/8 
Continental Heel. Sizes 3/9, 


NEVER before has any shoe manufacturer Widths AA, B, ©. ....... $2.00 
carried such a great and long line of white 

shoes in-stock for men, women and children. 

We believe that the Summer of 1936 will be the th cuneate te 

greatest white shoe season ever, and in antici- LO CRE ERB S55 Se 
_ pation of this we are now prepared to fill every 

requirement of thousands of retailers. 


Endicott-Johnson’s Women’s Novelty Shoes have 
been constantly improved in styling and con- 
struction and in them you will find the fine 
touches and details of good shoemaking which 
you would only expect to find in shoes of a 


Y JOHNSON 
much higher price. oe | 


ENDICOTT 
( viel ie / | 
These shoes are in-stock and ready for imme- Keven {OE STO! 
diate delivery. Send in your order today. 


ENDICOTT, NY Xewsork chy 


When writing advertisers please mention Boot and Shoe Recorder 
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GET READY FOR IT NOW! 


Over 5000 dealers are already prepared with our striking new 
window display material and local tie-up newspaper advertisements 
to make this a record week in sales of Dr. Scholl’s Foot 


- ThereisaDr. Scholi Foot Comfort Remedy or 
Appliance for Every Common Foot Trouble 


Are you aware of the seriousness 
of foot trouble? Do you know it 


can affect you in many parts of 
wee ctomee, the body remote from the feet?” 


Or. Seren’ 
Arch Supeorts relieve 


Or. Semeit's 2ime-wase 
oh be 


Fatigue, backache. rheumatic-like foot and leg pains 
and neuritis are ofico directly traceable to the feet. 
Weak or fallen arches cause untold suffering, as do 
corns, callouses, bunions and other foot ailments. 
Besides affecting your health, foot aches and pains 
put tines in your face; lessen your efficiency; cause 
overweight in many cases by discouraging necessary 
hay on ronomecdle oaks exercise. Foot troubles take all the joy out of life— 
relieves sore. feverieh, for WHEN YOUR FEET HURT, YOU HURT ALL 
ceatmt. -wollem, eching, Rt 
pyaetns tender foot Prammaten fot OVER! 
contact with, Se jor. Reatth. ie jor 
Don’t suffer another day from your feet. No matier 
what common foot trouble you may have, RELIEF 
can be yours at very small cost. 
De. Wm. M. Scholl, the noted Foot Authority, las 
devoted his life to the. study of the feet. Over 30 
years of laboratory and clinical experimenting have 
enabled De. Scholl to formulate nearly 40 Remedies 
‘ and Appliances for the relief of foot trouble. They 
are mi under Dr. Scholl's personal supervision in 
the largest institution in the world devoted exclu. 
sively to the feet. * 
All this week— Dr. Scholl's Foot Comfort Week— 
nearly 106,000 Drug, Shoe and Department stores 
are featuring Dr. Scholl's Foot Comfort Remedies, 
and Appliances for all foot troub ; 
Go to your dealer NOW and Jet him show you the wi . 
— | . f eE BOOKLET.” { 
Dr. Scholl Remedy or Appliance you need to enjoy psi onkl ig lyr oti 
feet. - 427 West Schiller Street, Chicago, Ht 


212 


vest 
Dr, Seneti’s Foor Seas 
4 were 


i 
it 


if 
i 


4 
f 
i 














wn, soators, 
ied bering bt elev 
‘ eneehess - 


» Scholls Fret Comfort 
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The Whole NationWill Read About It! 


THE SATURDAY EVENING POST, AMERICAN WEEKLY, ROTOGRAVURE, 
and SUNDAY NEWSPAPERS will herald Dr. Scholl’s Foot Comfort Week far and wide 





American Weekly, June 7, 1936 


Serioushess of Foot Trouble 


Do you know it can affect 

you in many parts of the 

body remote from the feet? 
Fatigue, backache, rheumatic-like foot a Sei : 
and leg pains and neuritis are often directly traceable to the 
feet, Weak or fallen arches cause untold suffering, as do corns, 
callouses, bunions and other foot ailments. Foot aches and 
pains also put lines in your: face; lessen your efficiency; cause 
overweight in many cases by discouraging necessary exercise. 
Don’s suffer from your feet. Whatever common foot trouble 
you may have, RELIEF can be yours at very small cost. 
Dr. Wm. M. Scholl, noted Foot Authority, has spent over 30 

in laboratory and clinical experimenting in formulating 
Remedies and oy gwar for the relief of foot troubles. They 
.are made under Dr. Scholl’s personal supervision in the largest 
institution in the world devoted exclusively to the feet. 
ALL THIS: WEEK—Dr. Scholl's Foot Comfort W’eck—Drug, Shoe 
and Department. stores everywhere are featuring Dr. Scholl's 
fort R dies and Appli for foot bl 





* 

» @ilekly relieve pain, stop 
shee pressure, coothe and 
heal irritation. 26¢ and 
3Se vox 


a 

a 

5 irs 
% 


PAINS, CALLOUSES 


ie 
w 


’ 
use of 
patna, cramps, callounes 
at ball of trot Light. ad- — od 
Hs 33. patr up. 


Or. Seneit's Walk 





to millions of foot sufferers! 


With the tremendous pressure of this com- 
bined national and local advertising featur- 
ing Dr. Scholl’s FOOT COMFORT WEEK, 
nothing short of a sensational success can be 
the outcome of this Annual Event this year. 


Progressive Shoe Dealers regard Dr. Scholl’s 
Foot Comfort Week as one of their most im- 
portant calendared events of the year and 
prepare for it weeks in advance. Their par- 
ticipation is productive of immediate and 
splendid results at a fine profit and helps to 
establish more firmly their stores as Head- 
quarters for Dr. Scholl’s Foot Comfort 
Appliances and Remedies. 


WRITE FOR THIS 
MATERIAL 
AT ONCE 


To help you focus attention on your 
store during Dr. Scholl’s Foot Com- 
fort Week, we have designed a superb 
Window Display, wholly in keeping 
with the trend in modern, tasteful 
window dress—smart, striking, dig- 
nified, compelling. A perfect tie-up 
with Dr. Scholl’ Foot Comfort 
Week Magazine and Newspaper 
Advertisements. IT IS YOURS 
FOR THE ASKING, and will be 
shipped, all charges prepaid. 
WRITE FOR IT NOW! 


THE SCHOLL MFG. CO., INC. 


Makers of Dr. Scholl’s 
FOOT COMFORT Appliances and Remedies 
213 West Schiller Street, Chicago 
62 West 14th Stree’, New York City 
112 Adelaide St. E., Toronto 
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Bending the Osteo-path-ik shoe 
backward like a contortionist .. 
no stiff rigid shank in this shoe. 


Twisting the Osteo-path-ik shoe 
as if wringing out water .. . It 
will spring back into shape. 


Bending the Osteo-path-ik shoe 
forward and jumping on it . 
It will spring back into shape. 


— 
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DEMANDS EVANS KID 


Double up an Osteo-path-ik shoe. Twist it. Step 
on it. Notice that even this abuse doesn’t hurt 
the shoe .. . and brings out no faded crow-foot 
wrinkles on the surface of Evans Kid. The skin 
has been too thoroughly impregnated with color 
for that. You can crease it, pull it, crumple it. . . but it will always keep its fine finish. No off-color 
undertones will crop up on quarter and vamp of shoes made with it. Another point about Evans Kid 


is that it breathes. It’s cool. . an important factor in any shoe. John R. Evans & Co., Camden, N. J. 


of Ca hid 


THE KID WITH A DEFINITE SALES INFLUENCE 
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LEONARD HICKS—MANAGING DIRECTOR 


HOTEL MORRISON 
CHICAGO 


June 1-2-3-4-5 


Endorsed by the Chicago Shoe Travelers’ Association 
15,000 shoe buyers are being invited to attend by personal letter 


LAST CALL FOR EXHIBITORS 


Ninety-five per cent of display space is now taken. Reservation of 
display and sleeping rooms must be made at once. 
@ This is a “no profit” show conducted for the good of shoe 


manufacturers, wholesalers and buyers. There is no par- 
ticipation fee. 


@ There will be no overcharge on any display room or sleep- 
ing room during this show. No extras of any kind. Regu- 
lar rates will prevail throughout this buyers’ week. 


kc) kk Hallet 


BOSTON OFFICE: 125 LINCOLN ST., BOSTON, MASS.—Tel. Liberty 1471 HOTEL MORRISON, CHICAGO, ILL. 
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When the Upper Leather is 
CINNAMON BROWN 
M. & P. Lining 

No. 52 will blend 


M. & P. Linings 
Nos. 32-21 will contrast 


When the Upper Leather is 
SPANISH TAN 
M. & P. Lining 
No. 52 will blend 


M. & P. Linings 
Nos. 32-21 will contrast 


When the Upper Leather is 
SMOKY GRAY 
M. & P. Linings 
Nos. 121-21-125 
will blend 
M. & P. Lining 
Black will contrast 


Mitchell & Peirson Present... 
a New Sales Assistance Service! 


Need we point out that well-chosen shades of linings make shoes more salable? 


To make your shoes more salable, Mitchell & Peirson have inaugurated a 
new Sales Assistance Service. Eminent stylists have collaborated in the 
preparation of a chart showing the season's officially approved colors in 
uppers. With each color are shown the correct shades of M. &. P. Linings to 
blend—to contrast. Simply follow the chart—you cannot help but offer the 
public a more desirable product. 


The chart is free to the trade on request. Eliminate guesswork 
in selecting your color combinations. 


36TH AND REED STREETS 
PHILADELPHIA 


eaPORATED 
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For 15 years Bunny Bags have continued to make friends. It takes a good white shoe cleaner 
to live so long and make so many friends. 

Dealers recommend Bunny Bags with every sale of ooze-finished leathers, because that 
means a satisfied customer, good-will and repeat business. The extra profit pays delivery or advertising 


costs. They also like the sales help of the beautiful 5 color counter display card which is available. 


Customers like Bunny Bags because they make shoes last longer and look better. Good for 


hats, belts and purses, too. 


Leading shoe manufacturers recommend Bunny Bags as the white shoe cleaner especially 


designed to preserve the original beauty and finish of all ooze-finished leathers. 
A neat and handy little dry cleaner bag used like an eraser. No mess and no waste. Fits into 


a pocket or a hand-bag. 
No stock is complete without Bunny Bags. 


Send for free sample today. 


BUNNY PRODUCTS COMPANY, INC. 


PORT HURON, MICHIGAN 


DISTRIBUTORS 
Laing, Harrar and Chamberlin, Inc. Thompson-Ehlers Company 
Philadelphia Chicago 
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